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but, it only takes 


one publication to cover 
the coal mining industry 


130 companies say that it only takes COAL AGE to 


cover the coal mining industry. 


These 130 companies and their agencies selected 
COAL AGE exclusively in 1952. Why? Proved editorial 


superiority. 


They know that COAL AGE is the book with ‘the most- 
est'’. . . Most pages of editorial . . . Most full-time 
editors .. . Most paid subscribers . . . Most advertisers 


... Most pages of advertising. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 





More Agencies place space in Thomas Register 
than in any other medium! 


10,384 ADVERTISERS 


are using 


38.943 ADVERTISEMENTS 
IN 1953 THOMAS REGISTER 


A New All Time High Record in the Industrial Field 


This record was achieved with the 
help of 1,529 Advertising Agencies. 


Thomas Register is judged on its And, you may ask, why do T.R. 
power to produce sales. Its unwavering subscribers refer to Thomas Register? 
course in that one direction has proved That answer is simple indeed, for no- 
to over 10,384 advertisers that Thomas where else is such accurate, encyclo- 


Register advertising produces results pedic purchasing information available. 


that increase with momentum each year. The reliance og Thomas Register by 
more than 60° of the total industrial 


Of course the fact that Thomas purchasing power of the United States 
Register produces a large return from a is thus assured. 


small advertising expenditure is the A Thomas Register representative 
result of its exclusive paid subscriber will be glad to give you more facts. 
clientele, who, habitually refer to Why not discuss your T.R. sales pos- 
Thomas Register whenever purchasing sibilities with him now, for the new 
is contemplated. edition? 


Tt Pays “Jo “¢dvenrtise 


THOMAS 
REGISTER 


THOMAS PUBLISHING COMPANY 
461 EIGHTH AVENUE @ NEW YORK 1,N. Y. 
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MORE INFORMATION 
PERTINENT TO ITS READERS’ JOBS 


THAN ANY OTHER PUBLICATION ”’ 


IN 1952 


271 PAGES ON INDUSTRIAL AND LARGE BUILDING AIR CONDITIONING 
152 PAGES ON INDUSTRIAL PIPING 
201 PAGES ON INDUSTRIAL AND LARGE BUILDING HEATING 


1953 


HP&AC will continue to serve, with outstanding editorial coverage, consult- 
ing engineers, plant and building engineers, heating, piping and air con- 
ditioning contractors. That is why, if you have a product to sell in any phase 
of this industrial, commercial, institutional and public building field, HP&AC 


merits an important place on your 1953 advertising program. 


KEENEY PUBLISHING COMPANY - 6 N. MICHIGAN AVE. - CHICAGO 2 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 V’oodridge Rd OS ANGELES: 672 S. Lafayette Park Place 


AIR CONDITIONING HEADQUARTERS 


HP&AC carries monthly 
The Journal of The American 
Society of Heating 


and Ventilating Engineers 


ST IN ADVERTISING VOLUME 





Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher 
EDITORIAL STAFF 


S. R. Bernstein. Editoria! Director 
Merle Kingman, Managing Editor 
Charles Downes, Eastern Editor 
Margaret C. Lucas, Associate Editor 
Bert Enos, Associate Editor 

Deborah Deering, Editorial Assistant 
Hal Burnett, Contributing Editor 
Bob Aitchison, Contributing Editor 


Stanley E. Cohen, Washington Editor 


Annual Market Data and Directory Number 
Murray E. Crain, Edito: 
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C. B. Groomes, Business Manager 

Jack C. Gafford, Advertising Director 
Gorden D. Lewis, Mgr. Sales and Service 
Hal Darrow, Eastern Advertising Manager 
D. G. Pilkington, Western Advertising Mg: 
Curran deBruler, Promotion Manager 
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Modern art, merchandising build distributor force . . | 
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Nine ways to get selling help from an industrial distributor 
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The silent testimony of our advertisers—an increase 


of over 200 pages per year for 5 straight years— is far 
more convincing proof of Modern Railroads ’ 
value than anything we can say. 


M Oly 


201 North Wells Street CHICAGO 6, ILLINOIS 
MEW YORE 17-641 Lexington Averwe CLEVELAND 1G-1154 Manne Bldg, BNAWIA Jem NYY Big. OF 
DALILS 11975 Rational City Bigg. PASADENA bonRS Fire! Tous Bidg. ; 


PRODUCTION MANAGER SAYS 


aud satisfied 


THE SEARCH IS OVER FOR ADVERTISERS, TOO! Now, whether you sell 
raw materials, component parts, plant equipment, design, service or fabrica- 
tion, there’s a publication tapping, for the first time, this five-BILLION- 
dollar market in its entirety! 


* CORPORATIQY 


life-size — 


PAUL DAVIS 
PRODUCTION MANAGER CHAMBERS CORP. 


sions of the huge appliance manufacturing 
dustry agree with you — they’re reading it, and 
paieg he... ines OME © tetas oe 
their OWN! 





MANUFACTURER 
201 No. Wells St., Chicago 6, Ill. 
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HOME 


readership 


INCREASES 
THE IMPACT 


of your 
advertising 
message 
to the 


thousands of 
important 


ENGINEERING 


and 
OPERATING 


MEN 
who receive 


Chemical 
Engineering 
Progress 


canta sett tos CA OO oa 


each month 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Says low tarifis can flood us 


with ‘slave labor’ goods 
® TO THE EDITOR . . We appreciate 
your bringing to our attention the 
forum on U.S. reduction of tariffs 
(IM, March, p. 72) and we are 
vehemently against such reduction 
because 

1. It will flood our markets with 
goods produced by cheap _ labor, 
mostly slave labor 

2. It will 


American business as well as our 


severely damage our 
American labor and living stand- 
ards. 

We believe that such a proposal 
as the lowering of tariffs (except in 
those specific instances where a 
minor adjustment is advisable after 
careful study) smacks of the influ- 
ence of those who would like to 
destroy America as a nation 

Any influence you can bring to 
bear against such a proposal, we 
believe would be your patriotic 
duty 

H. O. BATES, 

President, Acromark Co., Eliz- 


abeth, N. J 


Harvester ad executive 


approves interest in export 
Your March is- 


sue, featuring industrial exporting, 


® TO THE EDITOR 


is getting a lot of use around our 
department; we hope you can con- 
tinue to cover this field 
JOHN W. BRANTA, 
Supervisor, publication adver- 
tising & publicity, merchandis- 
ing services, International 


Harvester Export Co., Chicago 


Ask for use of IM‘’s maps 


predicting world markets 


® TO THE EDITOR . . I wonder if we 


might have permission to reprint 


the double-spread map_ showing 


world markets (IM, March) for use 
in our upcoming world trade and 
ports issue? 
OPAL HILL MUNZ, 
Editor, Texas Industry, Hous- 
ton, Tex. 


How to be sure you are hiring 


a ‘competent’ photographer 


® TO THE EDITOR . . C. W. Lussier’s 
letter (IM, Feb., p. 6) was inter- 
esting and his policy . . “We have 
found that the best way to get good 
photographs is to hire a competent 
photographer, tell him what we 
want to show and why and then let 
him do the shooting in his own way” 

. makes him a man we photogra- 
phers like to do our best for. 

However, his letter overlooked 
the big hazard the buyer has to 
overcome. It is hidden in the phrase, 
“hire a competent photographer.” If 
Mr. Lussier, for instance, is sitting 
at his desk in Seattle and finds he 
needs an on-the-job shot with mod- 
els, releases and possibly testimonial 
letter from a moderate size city or 
town in Georgia, he is face to face 
with that big hazard. 

Many extremely large buyers of 
photographs have partially solved 
this by expensive trial and error 
over a period of years and built up 
a stable of photographers they can 
rely upon over the nation 

Sincere attempts have been made 
by photographers through the Pho- 
tographers Association of America 
to aid these buyers by publishing an 
annual Membership Directory and 
Classification List, which is avail- 
able to all buyers of photographs at 
association headquarters, 152 W 
Wisconsin Ave., Milwaukee. 

Even this group has a big prob- 


lem as expressed in a recent piece 





-lhe PS Billion, Rubber. Market 


No let-down in this field—it gets larger and larger. 
Are you supplying your share of its annual needs ? 


Size of Industry— 

The rubber industry is a fast-growing, 
progressive industry. Its 1250 companies 
operate over 1400 factories in the United 
States and Canada. The United States com- 
panies are located in 576 cities in 39 states 
with concentrations in Ohio, New England, 
New Jersey and on the Pacific Coast. 

Sales value of finished goods is over 
$5,000,000,000. To produce this volume, 
the industry must buy more than $2,000,- 
000,000 worth of materials, equipment and 
other supplies annually — a volume that 
places it among the leading industries in 
the nation in purchasing power. 


Materials Consumed— 

Rubber is called upon daily to perform a 
multitude of tasks under widely divergent 
conditions. To meet ever-changing require- 
ments, the rubber manufacturer turns to an 
infinite variety of chemicals and compound- 
ing ingredients—to one or more of over a 
thousand different products. Fabrics of all 
kinds, wire and wire products, and chemi- 
cals and metals of all kinds are only a few 
of the component parts of the average 
rubber product. 


Machinery and Equipment— 

The rubber manufacturing industry utilizes 
over 300 different varieties of special rubber 
machinery and equipment ranging from ac- 
cumulators to X-ray equipment—including 
such items as agitators, calenders, cutters, 
dryers, grinders, mandrels, mills, mixers, 
presses, racks, tire builders, trimmers, etc. 
It also uses over 100 different recording, 
controlling, testing and sampling instruments. 


In addition, every rubber factory requires 
a varied assortment of general industrial 
equipment, such as motors, pumps, bearings, 
valves, gauges, conveyors, drives, screens, 


scales, etc. 


Coverage of the Field— 


This, then, is the tremendous field served 
by RUBBER AGE and the RUBBER RED 
BOOK—by RUBBER AGE as the industry's 
leading and preferred technical journal, and 
by the RUBBER RED BOOK as the industry's 
only directory, published biennially, every 
odd-numbered year. 

RUBBER AGE is written for the man in 
the manufacturing end of the industry— 
the rubber technologist, engineer, manage- 
ment executive, department head, factory 
manacer, purchasing agent, etc., and is 
read thoroughly by these men in every 
rubber factory of consequence in the world. 

RUBBER AGE maintains its position as 
the industry's leading journal by consistently 
presenting original technical articles, pre 
pared by the top technologists of the in- 
dustry . . . by publication of a complete 
news section... by adequate descriptions 
and illustrations of mew machinery and 
equipment . . . by reviews of the latest 
books, catalogs, 
presented in a modern format that invites 


industrial literature—all 
reading. It is the only journal in the field 
with regular sections on both statistics and 
chemical prices. RUBBER AGE is the “rub- 
ber man's journal,” as evidenced by the fact 
that in 1952 it carried 53 percent MORE 
Positions Wanted 
classified columns than the next paper 
in the field. 


advertisements in its 


Advertisers— 


RUBBER AGE carries regularly the ad- 
vertising of over 175 leading suppliers to 
the industry, many on an exclusive basis. 
For 1952 the average volume of advertising 
per issue was 81.2 pages (the largest in our 
history) compared to 25.4 pages in 1939. 
This is an increase of 220 percent, or 
more than double that of the other pa- 
per in the field during the same period! 





RUBBER RED BOOK 


—a ‘working’ Directory described 
by one user as ‘the most comprehen 
sive and well thought-out industrial 
directory’ he had ever seen! 
Compiled by men who know rubber, 
rubber companies and their needs, 
this Directory contains: Complete 
rubber company listings—alphabeti- 
cally, geographically, and by product 
groupings; lists of suppliers of all 
kinds and their branch offices; con 
sultants; world-wide associations and 
publications; educational courses in 
rubber technology; and a Who's 
Who section of over 10,000 names. 
The 1951-52 RUBBER RED BOOK 
was the largest ever published—over 
1000 pages and 326 advertisers. 
No issue has had less than 90% of 
renewal advertising. 

The next edition (1953-54) will be 
published in July, 1953 and though 
the original closing date was April |, 
copy and orders will be accepted 
up to May |. Quick action is there 
fore necessary. Send today for rates 
and other data! 











RUBBER AGE and RUBBER RED BOOK — A unique and powerful 


combination described by advertisers as the industry's most effective 


sales aid. 


Advertising in these publications reaches into every rubber factory 
in the United States and Canada as well as most foreign countries. 
Here advertising is seen, remembered and acted upon by the tech- 
nologists and management executives who actually operate rubber 


factories. 


Using space in these mediums is the most economical method pos- 
sible of covering the entire rubber manufacturing industry. There is 
no more effective or less expensive way of bringing a message to 


this huge field. 


PALMERTON PUBLISHING COMPANY, INC. 


2102 Fisk Building, 


New York 19, N. Y. 


Telephone: COlumbus 5-2923 
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Contractors 
aren’t 
homogenized in the engineered 
construction markets! 


‘ 
, 


~-----}------------ 


So, 
| help yourself 
to the cream 
of equipment 
and material buyers 
and specifiers— 
over 35,000 
Civil Engineers 
who read 


CIVIL ENGINEERING 


regularly. 


Proof that the 

Civil Engineer wants 
your product data 

is the fact that a 
recent issue of 

CIVIL ENGINEERING 
pulled 36,715 
information requests. 


i. 


e Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 


of literature sent to members: 

“Frankly, some of America’s big- 
gest buyers of professional photog- 
raphy will no longer use the direc- 
tory as their guide in placing orders 
because they have had too many 
experiences in which they have 
placed orders with members only to 
find the members unequipped or 
untrained to perform the assign- 
ment placed. Yes, it’s easy to des- 
ignate too many classifications to 
be listed next to your name. . but 
also unwise.” 

In addition to this tendency of 
some photographers to overestimate 
their competence, I personally know 
that it is not rare for a photographer 
to disregard one, two and more let- 
ters from a buyer who urgently 
needed the photographs he had or- 
dered by mail. Yet in almost every 
section of the country there are 
photographers willing and able to 
give prompt, competent service. 

If my understanding of the buy- 
er’s point of view is half as accurate 
as Mr. Lussier’s understanding of 
the photographer’s problems, I 
should think the problem might be 
resolved by the cooperation of pho- 
tographers who wish to sell and ad- 
vertisers who need to buy. 

To separate the photographers 
who merely want business from 
those who can really deliver, each 
photographer could list names of 
accounts he has satisfactorily served. 
This would give a buyer a sound 
basis for judging whether the pho- 
tographer can handle the type of 
work he needs. This could even be 
used as a reference list if he wished 
to inquire before placing an assign- 
ment. In many cases he could tele- 
phone companies listed in his own 
city. 

If your readers wish to participate 
in a project to build up photogra- 
pher files of those willing to establish 
competence by listing past perform- 
ances, I know they will receive such 
listings from the photographers di- 
rect. If there is a demand of any 
size in this direction expressed by 
your readers, it should be a worthy 
project for INDUSTRIAL MARKETING 
and the photographic trade maga- 
zines with which I have worked 
closely for many years. 

CHARLES SMITH, 

Owner, Charles Smith Studio, 

Jacksonville, Fla. 
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Our salesmen sold us on 
doubling our advertising 


in GAS for 1953 e * 


K. R. D. WOLFE, VICE-PRESIDENT 
SPECIAL CONTROLS DIVISION 
FISHER GOVERNOR COMPANY 


Here’s what Fisher Governor's salesmen say about GAS: .. . 


“The circulation method of GAS, reaching per- 
sonnel I call on in Gas Utility Companies, 
affords them the opportunity to become familiar 
with Fisher products.” 

i. W. SIXT, Cleveland, Ohio 


“LT have already had two calls on the ad featuring 
engineering data. I very often get immediate 
results when ads of this type appear in GAS.” 

S. P. WEBB, Detroit, Mich. 


“In my opinion Fisher Governor advertising is 
well planned and adequate. GAS magazine ap- 
pears to be “tops” in its field among our cus- 
tomers.” 

R. S. STOVER, Marshalltown, lowa 


“From my observation, my gas company cus- 
tomers are regular readers of GAS and rate its 
editorial quality high.” 

B. R. JONES, Los Angeles, Calif. 


“Tam of the opinion that Fisher Governor Com- 
pany’s advertising in GAS is a most valuable 
adjunct to our gas regulator sales work.” 

JOHN H. CARTER, New Orleans, La. 


“It is obvious that my customers are regular 
readers of GAS, because they refer to specific 
advertisements which have appeared in it. It is 
definitely of value to have our advertising placed 
in the hands of the men I contact.” 

MALCOLM BLACK, New York, N. Y. 


“While Fisher Governor Company has 72 years of experience in manufacturing 
automatic pressure controls, our gas regulator line was started only 26 years 
ago and its tremendous growth and success owes a great deal to the publication 
GAS for distribution of our advertising message to the complete gas industry.” 


K.R.D.W. 


REACHES THE MEN 
WHO HAVE AUTHORITY TO BUY 
---ASK YOUR OWN SALESMEN 


=r, 
‘ ee 


A JENKINS PUBLICATION * 198 S. ALVARADO STREET - LOS ANGELES 4, CALIF. LARGEST CIRCULATION 








AMERICAN ARTISAN teilps 


Its Subscribers Sell— 


MORE warm air heating 


. . . for new and existing homes — furnaces, gas burners, oil 
burners, humidifiers, controls, blowers, filters, sheets, insulation, 


etc. —- an average of over 800,000 installations annually. 





MORE air conditioning 


. . « for homes, small industrial plants, restaurants, offices, 
stores — summer cooling, winter air conditioning, and year 
around air conditioning — thousands of installations sched- 


uled for this year and a tremendous potential ahead. 





MORE industrial sheet metal 


. . . factory blow pipe systems, exhaust and ventilating, special 
sheet metal constructions for process applications — fans, 
hoods, galvanized sheets, angles, stainless steel, alloys — 


products and materials used in large volumes. 


in Circulation . . in Editorial Service 





MORE heating and metal Jobs 


. racks, tables and scores of other articles for business and 
industry — fabricated from iron, copper, stainless steel, alloy 
metals. Also industrial heating — direct-fired suspended and 


floor heaters; oil and gas-fired heaters. 


You Get Powerful Support 
from The ARTISAN Editors 


In the warm air-sheet metal field, AMERICAN 
ARTISAN is THE merchandising paper. 


Month after month our editors get down to “brass 
tacks'’ — illustrating and explaining how ARTISAN 


readers can do a better, more profitable job of selling. KEENEY PUBLISHING COMPANY 


The ARTISAN’s editorial range covers everything a 6 N. Michigan, Chicago 2 


KEY dealer-contractor with sales, engineering and shop NEW YORK: 1734 Grand Central Terminal 
CLEVELAND: 3734 Woodridge Rd. 


facilities can handle . 
LOS ANGELES: 672 S. LaFayette Park Place 


That’s why AMERICAN ARTISAN commands great 
reader interest among those dealer-contractors who have 
‘arrived’ or are on their way to sales 
volume success — why in almost every 
community ARTISAN PAID subscribers 
handle the bulk of all business. 


Prosperous sales outlets invari- 
ably mean MORE business for you. 
You can MAKE these contacts and KEEP 
them by using AMERICAN ARTISAN on 
a consistent, every issue basis. 


May we present our complete case? 





\poss 


e 


Designer, project manager, president, master 
mechanic or foreman, —all bosses — today face 
problems in building in addition to strictly tech- 
nical ones such as unit loading or earthmoving 
They have to know labor relations, government 
policies, economics, costs, logistics and many 
other things that affect job and pocketbook. 
They need a steady flow of information to help 
them make daily decisions. 


Engineering News-Record supplies that infor- 
mation—quickly, concisely, lucidly, every week. 
In fact, EN-R is the only place where all these 
bosses can get all the news on all the forces and 
factors that make construction tick. 

And bosses, no matter where you find them or 
what they boss, are the men who select, specify 
and buy everything used in construction. You 


can reach more of these bosses through Engi- 
neering News-Record than by any other means 


in construction, 
it takes many bosses 
to make one purchase 


ENGINEERING 
NEWS-RECORD 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N.Y. * ABC > ABP 
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RECHARGES 


cay air pump! | HOW the ‘yellow pages’ help 


“cz \ Kidde identify its outlets 


micol & xtin- 
willing 


you con't beo' 
5 pound ory _ e 
_ Wrhas more ft 


other unit of its 
Y 


. on 
action thon y oi pressure 


ot any 


Like many nationally-know n manutacturers, 


b 
sine " operates 4 
con be rechorge 


Walter Kidde & Company, Inc., had the problem of 
directing industrial prospects to their local authorized 


outlets... for equipment and for servicing. 


Trade Mark Service in the ‘yellow pages’ of the 
telephone directory was used to reach the men in 
industry who are in a position to buy fire extinguishing 
equipment. The Kidde trade-mark now appears in 

telephone directories throughout the nation over 


a list of their local distributors and dealers. 


For the perfect tie-in, an identifying symbol is 
used in Kidde national ads. Prospects are 
reminded to look in the ‘yellow pages’ for 


the local Kidde dealers. 
This effective dealer-identification plan can 
help get more customers for your products 


or services, too. 


G2 
‘eg 
(a 
GET IN TOUCH WITH YOUR LOCAL TELEPHONE OFFICE OR LOOK IN STANDARD RATE AND DATA (Consumer Edition) ,' 
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When a producer of silverware starts making jet 
engine blades, it’s up to his Metals Engineers to 
guide the new program to success . . . and to insure 
high-quality continuation of the old. 

Big decisions are theirs from the start. They deter- 
mine metals ... processes ... machinery . . . tools 
and dies . . . specifications . . . instruments. That’s 
why the Metals Engineering Team is so important. 

Metals Engineers know, firsthand, how each sup- 
plier’s metal or equipment compares with that of 
others. Recommendations for buying are based on 
that experience. They have one source of information 
in common: Metal Progress, the magazine edited 
solely for Metals Engineers. 


>? 
¢ 
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DESIGN ENGINEER 

Reader of Metal Progress since 1941. 
Is responsible for design of special rolling 
mills, presses, plating and buffing machines, 
and the specifications for all metals thus em- 
ployed. With Chief Metallurgist, selects sources 
and instructs Purchasing. 


CHIEF METALLURGIST / 


Reader of Metal Progress since 1930. 
Serves as consultant for ten plants. In addition : 
to specifying metals, is consulted on equip- 
ment for melting, casting, rolling, electro- 
plating and testing. 


PLANT ENGINEER 

Reader of Metal Progress since 1946. 
Has charge of all tooling and tool maintenance 
on jet engine blade work. Specifies tool steels 
and heat-treatment. 


PLANT METALLURGIST 
Reader of Metal Progress since 1941. 

As the former Assistant Chief Metallurgist, 
handled all specifications for steel and non- 
ferrous metals. Now, as operating metallurgist, 
he is charged with the life of all tools and 
finished products. Tensile, micrographic and 
spectrographic instruments are included in his 
department. 


PLANT LIAISON REPRESENTATIVE 
Reader of Metal Progress since 1946. 
Formerly a Plant Superintendent, he now acts 
~ as liaison between Government and Plant 
Engineering on all specification work, ma- 
terials and costs. Continually searches for new 


materials. 


i HEAT TREATING FOREMAN 


\ 


Reader of Metal Progress since 1943. 
Handles production of the hundreds of tools 
and dies required. Writes all orders for tool 


steels, furnaces, instruments and supplies. 


You reach over 20,000 Metals Engineer- 
ing Readers — men who have specialized 
knowledge of Metals — through 


Metal sec: 
Progress 


7301 EUCLID AVENUE CLEVELAND 3, OHIO 








modern team for sales results 


Show life size color the modern, 

easy way with beautiful color 

slides of your product. 

One handsome lightweight kit does 

everything —Contains 160 2x2 color 

slides, + the Manumatic Projector, 

+ the Index Changer . . . So easy— 

just insert File into Changer— 

you're set to show —and fingers 

never touch the slides! 

For + sales 

Manumatic with Index Manual Changer 
$68.50 

Standard Case $12.00 (F.E.T. Incl.) 

Deluxe Case (illustrated) $20.00 

At every good Photo Dealer—Anywherel 

Write today for complete information! 

Clip this to you" letterhead 10! 


prompt action, name of nearest dealer 


Co, 
Or 
*Alane | 
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in Industrial Marketing 


Can women fill executive posts 


in industrial advertising? 


@® NOT AT ALL. Asa matter of fact, 
I think many industrial advertisers 
are missing the boat by not em- 
ploying more girls in creative and 
executive jobs. And this applies to 
advertising agencies, and business 
paper publishers, too 

Just what is there in an industrial 
advertising job that an educated, 
intelligent and amibitious girl can't 
With adequate study of 


the industrial product, she can 


handle? 


write copy. She can certainly rec- 
ognize good and bad art as well as 
most men with a similar amount of 
experience. There’s no good reason 
a “cub” gal can’t learn market re- 
search, direct mail, trade shows, 
media, etc. just as well as a “cub” 
guy 

It's my opinion that more adver- 
tising managers, advertising agency 
executives, and publishers should 
vive the gals a chance. Sure, they'll 
up and get married some day . . but 
look at your turnover of men em- 
ployes in similar spots. The crea- 
tive-type or executive-type girls 
usually stay single a few years 


work after marriage. 

Another point it isn’t fair, but 
it seems to be a fact . . you can hire 
a girl for less than you can hire a 
young man of equal experience and 
ability. 

There are, of course, a few wom- 
en in advertising and_ publishing 
circles an advertising manager 
here, an account executive there. 
Now and then you'll see a petticoat 
sales manager, or perhaps a_ busi- 
ness paper editor or associate editor. 
But percentage-wise the gals are 
pretty scarce. 

One business man who doesn’t 
shy away from women in executive 
jobs is Milton J. Stevens, president 
of the Republic Heater Corp. of 
Huntington Park, Calif. Republic, 
which is one of the nation’s largest 
manufacturers of water-heating 
equipment, boasts an “all gal” top 
management team 

Opal Mitchell is vice-president 
and national sales manager. Mary 
Patton is secretary and comptroller. 
Hazel Barrow is purchasing chief 
Nancy Martin is traffic manager and 
chief of the service division. 

According to Mr. Stevens, a wom- 
an with a good business head will 
make greater progress than a man, 
if granted the same amount of op- 
portunity. 


Do too many trade show exhibits 
lack imagination and thought 


h ettel the purpose of 


GOLDE MANUFACTURING CO. 
4888 N. Clark St., Chicago 40, III 
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( Advertisement) 


in selling the 
process industries 


by DON HOAGLAND 





\ 


How to light the way 


for salesmen who can’t 


sell in the dark! 


rom pilot plant to semi-works 
and into production, specifying teams 
“write in” your products or services 
long before your sales engineers are 
called in for consultation. Since speci- 
fying teams keep their process plans 
to themselves, your salesmen must sell 
in the dark insofar as “inside opera- 


tions” are concerned. 


No one human mind can contain all the 
technical data needed to run a sizable 
plant in the vast process industries. 
Hundreds of thousands of technical 
facts must be made immediately avail- 
able to specifying teams. That's why, 
way back in 1916, the need for a com- 


posite catalog became apparent. 


In 1916, the first edition of Chemical 
Engineering Catalog—familiarly known 
as CEC today—was put on the desks of 
process men. For year ‘round use, they 
were furnished a composite volume of 
technical literature from foresighted 
manufacturers. Since then, Chemical 
Engineering Catalog has grown in size 
and value .. . Chemical Materials Cata- 
log became a separate volume when 
process men made known its need. 


In the 1952-53 editions of CEC and 
CMC, specifiers quickly find the de- 
tailed product data of nearly 700 of the 
country’s leading manufacturers . . . 
2,618 factual pages which help them 
solve the most perplexing process 


problems. 


By providing specifiers with quick con- 
fidential data, Reinhold Catalogs open 
doors through which your sales engi- 
neers are invited to come in for “the 
close’. The quality of product informa- 
tion furnished in CEC and CMC usually 
determines the number of inquiries— 
by mail and ‘phone—that lead to sizable 
crders. Your Reinhold Catalog repre- 
sentative gladly will explain how little 
it Costs to put your sales literature in the 
hands of all the right men in all the 


worthwhile process industries plants. 


Write for: 


Hot off the press—a revealing study of 
behind-the-scenes buying and specify- 
ing activities of men of many titles in 
all the process industries. Write Rein- 
hold Catalog Division today for your 
free copy of this new market-study 
bookler—"Sales Are Born, Not Made.” 


Process Industries 
Specifying Teams 
turn to 
& ¢ & eat” a 
q*° €"= ¢€* 
CHEMICAL ENGINEERING CATALOG 


for detailed 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


IN THE 
PROCESS INDUSTRIES 
PICTURE ! 


REINHOLD CATALOGS 


. PUBLISHED FOR 
INSIDE PLANT USE 


BY ALL TITLE 
GROUPS. 


Process 
Industries 
Specifying Teams 
turn to 

> 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY 
for detailed, 
up-to-date data on 


properties, specifications 
and applications of chemicals 
and raw materials. 


Reinhold Publishing Corporation 
330 W. 42nd St., New York 36, N. Y. 
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Consistently carries more pages of 
advertising than the next four pa- 
pers combined. 


Reaches more plants with buying 
power — more NEW plants. Cir- 
culation verified by Western Union. 


The No. 1 publication on practically 
every readership-preference study 


made to the woodworking field. i 


/ 


t 
Low cost per thousand circulation. 


Produces results for advertisers, 


55 years of industry leadership and growing popularity 
accounts for WOOD WORKING DIGEST's largest cir- 
culation. Alert editorial content reports and anticipates 
industry trends, developments and problems. More than 
95°, personalized, it is read by most of the top executives 


— owners, managers, superintendents and engineers with 
buying authority. Every copy is directed to the right 


man and every man is a logical prospects for your prod- 
uct or service. Pocket-size — modern format — easy to 
read and use. Put the sales power of the DIGEST behind 


your product. 


Sond. for 


24-page Data File based on NIAA 
outline. Latest market figures, gov- 
ernment statistics and publication 
data. Helps you determine the sales 
potentials for your products in the 
huge woodworking industry. Write 
for your copy. 


8 yes, I agree with you. Too many 
trade show exhibits are on the dead 
side there’s too little action . 
too little imagination . . too little 
ingenuity. I can best express my 
criticism, 1n a positive manner, by 
talking about some exhibits that do 
reflect planning, ingenuity and im- 
agination 

In 1951 Allied Chemical & Die 
Corp. used an exhibit that was quite 
ingenious. The company was pro- 
moting “Nacconal” a_ synthetic 
soap. So they built the back wall 
of their exhibit out of soap bubbles. 
A pump forced the synthetic soap to 
the top of the back-panel area 
where bubbles were created . . the 
bubbles slid down a series of strings 
to the bottom of the back-panel 
area. Viewers did not see the 
strings or the pump, but they did 
see millions of bubbles. It was 
truly a stopper. 

National Pallet Corp. frequently 
uses an exhibit that is most effec- 
tive. And its original cost was rela- 
tively low. National manufactures 
wood pallets which are built of raw, 
unpainted wood, so they used raw, 
unfinished wood to build their ex- 
hibit . . the same kind of wood from 
which the pallets were made. 

There are many ways to dream 
up a striking and unusual exhibit, 
if you'll just do it. However don't 
forget that having a set-up that is 
ingenious looking is only part of the 
story. There must be action in your 
exhibit perhaps a demonstration, 
or a piece of equipment the prospect 
can actually operate or play with 
And, of course, your exhibit must 
be manned by competent men, who 
know your product and can effec- 


tively answer questions about it 





roduction Story like this means Business 
in the Pit and Quarry Industries 


1952 PRODUCTION (ESTIMATED) 





1952 set all-time records in produc- 

tion and dollar volume, and from the PORTLAND A new all-time record for the 6th consecutive year 

current trend and forecasts, 1953 CEMENT with 248,000,000 barrels. 

will be another boom for the . (ps a acai 

Pit and Q Indust ieee SAND AND A new record — 2% higher than the all-time high 
America’s grout and growing sake GRAVEL of 1951 with 400,000,000 tons. 

struction program——highways, dams, pee enc, 4% issues the 1951 sania Produced 4 294, 000,000 

bridges, buildings, railroads, foun- CRUSHED STONE tons in 1952. 

dries and many types of manufac- $$$} — - — 

urers depend almost entirely on the SLAG Only 5% below 1951 all-time high in spite a pro- 

products of the Pit and Quarry indus- lnaoaicie steel strike. 28,000,000 short tons in » SSS. 


tries, LIGHTWEIGHT 26, 000, ‘000 cu. lies: in 1952. Predation: in recent 
AGGREGATES years has been phenomenal. 











1952 production valve for all the LIME 7% off 1951 — a record year. 1952 production 
industries was well over * 7,750,000 tons. 


3 billion dollars SULPHUR A new high enmity up 1% ion 1951, with 
ai 300, 000 tons. 


& —_—~-——- ee a rere 


The value of equipment and PHOSPHATE “ROCK 11,300,000 tons in 1952 — up 5% from 1951. 


supplies purchased for plant 
expansion, replacement, etc., 


was over $1,200,000,000 READY-MIXED 
CONCRETE 


CONCRETE PIPE : 11,000,000 sein. 10% over 1951. 


CONCRETE BLOCK 1,780,000,000 units, up almost 8% over 1951. 


45,000,000 cu. yds. 5% increase over 1951. 














ig Market for your Equipment Right Now! 


The only way these industries can keep pace with the ever-increasing de- 
mand for their products is to operate at higher capacities —~- expand, mod- 
ernize — seek new equipment to step-up production. 

This market is wide open. It's bigger than ever and the Pit and Quarry 
reader is a bigger buyer of equipment than ever. Millions of dollars in 


equipment sales await manyfacturers right now. 

Pit and Quarry offers the best medium for selling these industries —— the 
best advertising values — high reader interest built on editorial quality, 
plus the right readers in the right places. 

Ask our nearest representative for the complete story on Pit and Quarry 
and the big, active industries it has served so well for 37 years. 








PIT AND QUARRY 
431 South Dearborn St. © Chicago 5, Illinois 


Offices in NEW YORK + CLEVELAND + LOS ANGELES + SAN FRANCISCO + WHITTIER, CALIF. + SEATTLE « DALLAS + DENVER 





HOW CAN READERSHIP 


Dr. Henry C. Link and Dr. Albert D. Freiberg 
(Psychological Corp.) have said — 


a new handbook on 
readership values .. . 


“How to buy 
BETTER 
READERSHIP 
VALUES" 


= 


Get these hand books NOW— 


. available immediately are these two handbooks of 
top interest to every buyer of industrial advertising. 


Here, for the first time, a 
candid discussion of this 
highly controversial subject .. . 
. . here are asked the kind of penetrating 
questions every alert advertising buyer . * 
5 see get 1. How to buy better Circulation Values 
. 23 questions and answers dealing with all phases 
of circulation . . . how to read audit statements, 
paid vs. non-paid, what do renewal %’s mean, etc. 


. and here are given straightforward, in- 
formative answers that “dig beneath the 
surface”, that hide nothing. 


This handbook is now in preparation . . . — 
will be available shortly. Your request 2. How to buy better Editorial Values 


now will reserve a copy which will be sent . . . 37 penetrating questions and answers . . . the 
immediately the book comes from the things you’ve wondered about . . . those “hard- 
press. No charge. Just write address to-get-answered” points . . . how to judge “good 
below. editorial”’, etc., etc., etc. 


“Aids to Industrial Advertisers”’ 
Ask for any one, or all three, of Putman Publishing Company 
the above booklets . . . by name. 111 East Delaware Place 
No charge. Just write ... Chicago 11, Ilinois 


Coe 


reader behavior proves superior readership 
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RESEARCH BE IMPROVED? 


“The basic criterion for validity 
. « - is behavior’’* 


Can we depend on “what folks say” ? 


No, unfortunately we cannot. sire to “appear at one’s best’, memory error, etc. 
Research and psychological authorities agree there . which no increase in sample can eliminate.** 
are biasing errors in all known research techniques 
asking such questions as ‘How will you rate?” or 
“What do you read?” . . . due to desire to say This is the basic point of Dr. Link’s and Dr. Frei- 
what seems the popular thing at the moment, de- berg’s observation. 


Moreover, practical tests prove the existence of 
such errors.*** 


Can research techniques be improved ? 


Yes. Drs. Link and Freiberg and many other (Behavior? . . . what folks actually do in contrast 
authorities say they can. to what they say they do) 

How? By studying behavior . . . by checking tech- As one authority comments, “The survey that can- 
niques against behavior . . . by refusing to be sat- not be checked by some measure of behavior is 
isfied with non-validated methods of research. probably of little value anyway.”**** 


Be sure to ask, "How is your technique validated ?” 


You can help raise the level of readership research. To learn more about “How to buy better READ- 


How? By always asking, when readership study ERSHIP VALUES”, you'll want to read the hand- 
results are presented to you, “How did you vali- book described on the opposite page . . . to be 
date your technique? How do these results check published soon. 

with known behavior?” 


"The Problem of Vaiidity and Reliability in Public Opinion Polls” Public 
Opinion Quarterly, Vol. 6, Spring, 1942, pp. 87-98. 


"How Valid are Readership Studies?” ... ask to see a copy. No charge. 
Address below. 


- "We made a reader survey...” and similar studies. Ask for copies of 
these reports. No charge. Address below. 


"Consumer and Opinion Research—T he Questionnaire Technique’, Harper 
& Bros., 1943—by Albert B. Blankenship, Ph.D., Director o Market Re- 
search, Young & Rubicam, Inc. 


Write to... ‘‘Aids to Industrial Advertisers”’ 
Putman Publishing Company 
111 East Delaware Place 


Chicago 11, Illinois 
ona 


new ‘“‘champs’”’ rise in food & chemical fields 
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HIS PRICING TME 
IS YOUR 
SELLING TIME 


T MARKING PENCIL 


Wnts on Everything 


Thousands of grocers, drug- 
gists, hardware dealers and 
other retailers use Listo for 
pricing everything. They buy 
Listo because it gives them 
strong, Clear, easy-to-read prices 
on everything in their stores 
whether it’s metal, glass, cello- 
phane...or any other surface! 


Cash in on this established 
| market by giving your retailer 
; § customers imprinted Listo pen- { 
i cils. Por less than 25¢ your sales 
message will be read 1000 times 
a day... for months! 


Write today for full details! 


EXTRA HEAVY LEADS THAT 
DON'T BREAK OR FALL OUT 


Only Listo bas the patented 
“Grip-Type Sleeve’ which pre- 
vents breakage, keeps leads from 
falling out. 


CARBORUNDUM . 


6 cotors 
BLACK RED 
BROWN BLUE 
GREEN YELLOW 
Cis? 


LISTO PENCIL CORPORATION 

Dept. 1.M., 1925 Union Street 

Alameda, California 

Gentlemen 

Please send me full details on how we can put 
listo Imprinted Marking Pencils to work for us 


NAME 





COMPANY __ 
ADDRESS 
CITY 


sie as Geni al alle Gin Ga Ga ah is i i Ok ln ee ea 
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trends 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


Oil industry to be busier, 


By Warren C. Platt, National Petroleum News; Warren L. Baker, World Oil; Ernestine 
Adams, Petroleum Engineer; B. Orchard Lisle, Oil Forum: Dr. John J. McKetta, Petroleum 
Refiner: Pierce Shannon, Drilling Magazine; John C. Casper, Oil & Gas Journal and V. B. 


Guthrie, Petroleum Processing. 


® THE OIL INDUSTRY will be busie: 
than ever in 1953 

Total demand for petroleum will 
increase to around 8,000,000 barrels 
Clearly this 
means that oil marketing this year 


daily, or about 4% 


will enjoy a healthy expansion 

A survey of 20 large oil companies 
by National Petroleum News shows 
that these companies alone will 
spend $185,000,000 on new market- 
ing facilities in 1953. That is an in- 
crease of 13.8, 

The large percentage of new serv- 
ice stations built this year will be 
of the conventional type 

One new development in bulk 
plant and terminal operations dur- 
ing 1952 was the bottom loading of 
truck tanks. Although still being 
tested by several companies, this 
method, if it becomes of general use, 
would eliminate the need for the 
elevated platform-type loading rack 
used today . . a change that will be 
typical of the rapid shifts occurring 
every day in this industry .. WARREN 
C. PLATT, National 
Petroleum News, Cleveland 


editor-publisher, 


Expenditures for Drilling Up. . 
Expenditures for drilling operations 
during 1953 will run well in excess 
of $1.5 billion dollars. This will be 
about 2.39, more than in 1952. It 
is estimated that 46,988 wells will be 
drilled in 1953, an increase of 2.4 
over "52 

Expenditures in 1953 for equip- 


ment to lift oil to the surface will 
run slightly more than 1952. More 
than 21,000 wells are expected to 
go on artificial lift in 1953. These 
wells will involve pumping units, 
movers, motors, 


prime engines, 


valves, tubing, etc. Equipment for 
sub-surface maintenance alone will 
cost in excess of $54,000,000. 

It is estimated that another year 
of heavy pipe line construction will 
occur in '53, the forecast being for 
13,910 miles of new pipe line, slight- 
ly more than was the case in 1952. 

Foreign operations should con- 
tinue with at least last year’s temo 

Only visible cloud on the horizon 
is the situation in Iran. Heaivy 
dumping of oil by Iranian goversi- 
ment could adversely affect the bil 
industry throughout the world, ih- 
cluding the U.S. . . WARREN L. BAKER, 
editorial director, World Oil, Hous- 
ton, Tex 


Rig Activity Promising .. Trends 
in the oil and gas drilling industry 
point toward deeper holes during 
1953. Path for this trend has been 
well-charted for the past seven 
years during which time average 
depth of wells drilled in the U.S 
has gone from 3,320 feet in 1936 to 
4,085 feet in 1952. 

There is every possibility that 
average depth of oil and gas wells 
in this country will go to 4,200 dur- 
ing 1953. 


This trend toward deeper drilling 











Put Your Selling Message 


PE’S FOUR EDITIONS plan places your 
product or service story in the RIGHT 
HANDS — WILLING HANDS, in fact, be- 
cause PE lets the reader choose and receive 
ONLY THE EDITORIAL MATTER he’s most 
interested in. Then PE lets YOU — THE 
ADVERTISER — select ONLY THE COv- 
ERAGE you want...and pay for ONLY THE 
CIRCULATION you need to reach your spe- 


HERE’S HOW THE SIMPLE PE PLAN WORKS FOR YOU 


oa FOR SPECIALIZED COVERAGE—If your products 
or services are sold in just one division of 
the petroleum industry, buy space in one of these 
three SPECIALIZED editions: DRILLING AND 
PRODUCING Edition »r REFINING AND PET- 
ROCHEMICAL Edition or OIL AND GAS PIPE. 
LINING Edition, Now, in addition, and at no extra 
cost, your advertisement placed in any one of these 
Specialized Editions is also distributed to an all- 
important segment of additional subscribers by the 
COMBINED Edition. This edition is simply a com- 
posite of the three specialized editions, subscribed 
to by all those operating men who prefer editorial 
coverage of the entire industry. 
This means that a drilling-producing ad goes in 
two editions to 14,010 ABC subscribers; a refining- 
petrochemical ad goes in two editions to 7,458 ABC 


ONLY PE offers you such FLEXIBILITY and ECONOMY in putting your product message 
in just the RIGHT HANDS. Let your PE representative show how you can develop 
get MORE from your advertising dollars 


@ more EFFECTIVE advertising pian 


through PE's selective four editions, CALL your nearest PE representative 


4, 
<— 
> 


A we 


PETROLEUM ENGINEER © BOX 1589 ¢ DALLAS 





in the Right Hands 


cific customers and prospects. ONLY PE 
offers you such sELECTIVITY in reaching 
your specific petroleum industry market 
whether it’s Drilling & Producing, Refin- 
ing & Petrochemical, Oil & Gas Pipelining 


or All-Industry coverage you need. 


subscribers; an oil and gas pipeline ad goes in two 
editions to 6,809 ABC subscribers. You pay only 
for the coverage you want. You reach both the Spe- 
cialized and Combined interest reader in the edition 
of his preference. 


fo] FOR ALL-INDUSTRY COVERAGE—Each of PE's 
three Specialized Editions...and PE’s Com- 
bined Edition... contains a General Section of edi- 
torial interest to all petroleum readers. If your 
product or service demands ALL-INDUSTRY cov- 
erage, you buy space in this General Section. This 
means your ALL-INDUSTRY ad goes in all four 
separate PE editions... to 20,861 ABC subscribers 
at a rate but litthe more than for specialized cov- 
erage, All four editions are published monthly -— 
released simultaneously — with only one plate 
required. 


now! 


Engineer 


PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union St., 
RYan 1-8779. NEW YORK: Joe B. Woods, 52 Vanderbilt Ave., 
MUrray Hill 4-1880. CHICAGO: €. V. Perkins, 53 W. Jackson 
Blvd., HArrison 7-6883. DALLAS: T. J. Crowley, STerling 4403 
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How to Find 
Industrial Sales 
in CANADA 


One publication in Canada will give 
you more industry-wide sales opportuni- 
ties than any other. 

I's CANADIAN INDUSTRIAI 
FQUIPMENT NEWS, because 


It has more circulation than any 
other industrial publication in 
Canada. (CCAB report, show 
ing complete industrial classifi 
cations, on request.) 


Industry men learn more about 
new equipment from its pages 
than from any other source. 


For these reasons, CIEN has more U.S. 
industrial equipment advertisers in reg- 


ular issues than any other Canadian 


publication 

Learn more about sales opportunities 
in Canadian industry from the CIEN 
representative in your region, or write: 


Head Office: Gardenvale, Que. 


Atlanta, Ga.: L. O. Coburn, 3 Villa Drive N.I 
Birmingham, Mich Lloyd G. Saulter 
858 Kurkshire Ave Boston 8; H. ¢ 
Whiteley, 80 Beacon St Chicago 4 
(,. ¢ Hooker & R. H. Irvine » West Jackson 
Boulevard Cleveland 14: M. H. Pierce 
4145 Superior Ave Detroit 35, Mich.: 
Don L. Prouty, 115 Handy Road Indianap- 
olis 20, Ind.; M. Graham LeVay, $909 N 
Guiltord Ave Kalamazoo $, Mich.: George 
N. Boyles, 426 Potter St Los Angeles 1: 
A. H. Haurin Jr 6000 Miramonte Blvd 
Maywood, Ill ( H. Holden, P.O. Box 15 
Minneapolis, Minn.: Jack Campbell, P.O 
Box 455 New York 1: Howard Ely 
Thomas Publishing Co 161 Sth Ave 
New York 11: L. Bentley, 200 W 16th 
Philadelphia; G. Park Singer Jr., Upp 
Darby P.O. Box « Pittsburgh 22 
Scoltock Jr G;. E. Mayer Jr ( E. Mugnan 
102 Farmers Bank Blde Western Springs, 
Iil.; ¢ A. Burton, 4713 Woodland Ave 
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is a true barometer of humidity in 
the drilling From the 
standpoint of expenditures of equip- 


industry. 
ment and time involved, footage 
drilled rather than number of rigs 
operating is the key factor. 

By the end of February, 1952, rigs 
had made 28,625,032 feet of hole. At 
the same point this year, a total of 
28,191,662 feet of hole had been 
drilled 

From a footage drilled standpoint 
it is expected that 1953 will be an- 
other record year for the drilling 
industry with average depth of wells 
going deeper and with the strong 
possibility that rig activity will sur- 
pass even that of last year . . PIERCE 
SHANNON, editor, Drilling Magazine, 


Dallas, Tex 


Storage Gives Safe Margin . . 
The oil 


its sensitivity to 


industry's chief virtue, 
demand, often 
plagues it in periods of readjust- 
ment. Increase in demand in recent 
years has raised production to such 
a level that cost of finding and pro- 
ducing oil is not reflected in prices 
of products 

The industry is meeting the prob- 
lem with a more adult approach 
than has sometimes been the case 

One factor is the spectacular 
growth of storage not only in orig- 
inal reservoirs, provided by Inter- 
state Oil 
voluntary production allocation, but 


Compact Commission's 
also near distribution centers where 


above ground and underground 
storage of crude oil, products and 
gas reach high volume 

The ideal situation is to have an 
extensive margin of available pro- 
With the present large and 


increasing demand, the industry is 


duction 


revising its conception of a_ safe 
margin of oil immediately available 
for use ERNESTINE ADAMS, Manag- 
ing Editor, The Petroleum Engineer, 


Dallas, Tex 


Petroleum Biggest Spender . . 
Industry economists foresee the ne- 
cessity for the petroleum industry 
to invest an average of $5,000,000 per 
annum over the next 15 years in 
order to meet steady growth in con- 
sumption of refined products and to 
prevent technological obsolescence 

Only in fourth position with re- 
gard to total capitalization, oil com- 


panies aS a group spend more on 


expansion and modernization of 
physical plant than any of the larger 
industrial categories. While oil com- 
pany reports cite a slowing down 
in the growth rate of refined prod- 
ucts consumption compared with the 
immediate post-war era, this does 
not mean they will spend less. On 
the contrary, it means an intensifi- 
cation of competitive spirit in regard 
to discovery and development of 
new oil reserves and in the more 
efficient and more economical man- 
ufacture of higher quality profits. 

Since the biggest increase in buy- 
ing power over last year is that of 
the petroleum industry, it is logical 
that sales promotion efforts by other 
industries supplying the oil com- 
panies might well be concentrated 
heavily in this direction in 1953, and 
the succeeding years when further 
gains will be made B. ORCHARD 
LISLE, joint publisher, Oil Forum, 
Fort Worth, Tex. 


New Construction Strong . . 
Nearly $1,300,000,000 worth of re- 
finery, natural gasoline plant and 
construction 


petroschemical — plant 


was underway or announced at 
the beginning of 1953, a continua- 
tion of the heavy trend toward new 
construction at home and abroad 
The reason for this construction is 
revamping of old facilities and crea- 
tion of new facilities to improve oc- 
tane rating of certain grades of gas- 
olines Research leading to this 
work has been under way for sev- 
eral years and is continuing at high 
pace. Smaller refining plants are 
now installing catalytic cracking and 
reforming units 

Jet fuel demands will have con- 
tinuing effect on refinery runs 

Heavy refinery construction is 
under way abroad and will continue 

In the Western Hemisphere, Ca- 
nadian operations will have decided 
effect on West Coast refinery con- 
struction . DR. JOHN J. MC KETTA, 
Petroleum Re- 


editorial director, 


finer, Houston, Tex. 


Petrochemicals Hot Topic . . 
Petrochemicals still continue to be 
the hottest topic of conversation 
both in the oil industry and the 
chemical industry. 

During the past year the Presi- 
dent’s Material Policy Commission 
predicted that the industry would 





Here is the market . . 


These are the buyers 


This is the magazine 


1836 Euclid Ave., Cleveland 15, Ohio 
101 Park Ave., New York 17, N. Y. 
22 East Huron St., Chicago 11, Ill. 
West Coast—McDonald Thompson 

Son Francisco—Los Angeles—Seattle 


The Electric Power Industry 
will spend $3,500,000,000 


for expansion in 1953 


There are 14,500: KEY- MEN 


who direct 
the power industry 





‘s the ONLY magazine 
serving the 
Flectric Power Industry 


EXCLUSIVELY 


total circulation 
now 14,500 








Advertising Pages in 
American Machinist 

















| 
When you seek the magazine that can best increase your 
sales to Metalworking, you will want to know why over 800 
advertisers last year invested more advertising dollars in 


American Machinist than had ever before been invested in 
a metalworking publi.ation. 


This concentration makes it possible for every American 
Machinist editorial page to be devoted to subjects of specific 
usefulness to metalworking production engineers and execu- 
tives .. . with the result that these basic buyers decisively 
prefer American Machinist . . . 


oe es 


You will quickly find that this magazine has many thousands 
more subscribers in metalworking plants than any other 
metalworking publication .. . 


THE ONLY 
METALWORKING 
MAGAZINE WITH A 
CIRCULATION THAT HAS 
_ KEPT STEADY PACE WITH 
METALWORKING'S GROWTH 


NET-PAID CIRCULATION AND TOTAL DISTRIBUTION 
ABC-AUDITED FIGURES 1936-1952 


... prefer it so conclusively that more of them now subscribe 
to American Machinist than have ever before subscribed to 
any magazine edited for this biggest of industrial markets. 





Advertisers Prefer Can Also Be Yours 





... and that, for maximum impact and economy in selling to Just as importantly, American Machinist's circulation is con- 

Metalworking, American Machinist's 31,000-plus subscribers centrated among the production engineers and executives 

are concentrated almost entirely within this biggest of indus- who have Metalworking’s most influential buying voice. For 

tries, with a minimum of its circulation in such entirely dif- American Machinist is edited exclusively for these men who 

ferent industries as Metalproducing. control or largely influence the purchase of every product 
used in Metalworking’s production shops, and serves their 
interests more fully than any other magazine. 


SO ... when you want increased sales in the $100-billion Metalworking Indus- 
try, and want to build preference for your products among this industry’s 
most important buying group . . . production management . . . the facts will 
tell you why: 


This is the NO.1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

te SHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND THE 
ASSOCIATED BUSINESS PUBLICATIONS 





’ 50,000 more 
ENGINEERS to 
broaden your market. 


One of the scarcest of scarcities is the engineer. 


50,000 more engineers are now needed according to the Engineering Man- 
power Commission of the Engineers’ Joint Council. 


Engineers are needed because the crux of industrial growth is ever increasing 
man-hour production. 


Reason: engineers plus machines enable workers to turn out more product. 
(Since 1910 the ratio of engineers to workers increased from 1 engineer 
aiding 180 workers to 1 engineer aiding 60 workers.) And who is going to 
design and build or buy and supervise the machines and equipment if not 
the Mechanical Engineer? 

This puts the Mechanical Engineer at the controls of industrial progress . . . 
where his specifications dictate purchases. 

Fortunately you can blanket 35,000 leading Mechanical Engineers in a single 
publication .. . Mechanical Engineering. 

ME, the ASME monthly magazine, serves the largest audience of engineers 
in the mechanical industries. In industry after industry ME reaches more 
engineers than any other publication. 


To keep your detailed product story constantly 
before the Mechanical Engineers most directly 
concerned with selection, specification and purch- 
ase, schedule also: 


ASME MECHANICAL CATALOG and Directory. 


The next annual issue closes June 23, 1953. 


A publication of 


THE AMERICAN SOCIETY 
OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 


Marketing 


have at least a 5-fold growth by 
1975 Among other things, the 
Commission forecast that: 

(1) Output of primary petro- 
chemical products will increase to 
nearly 55 billion pounds annually 
by 1975, as compared to a 1950 out- 
put of 9.9 billion lbs. 

(2) Hydrocarbon raw materials 
for this output will be nearly 39 
billion Ibs. annually in 1975, not 
including any hydrocarbons used for 
fuel purposes. 

(3) During the 25 year period 
ending in 1975, a total of $5,201,500,- 
000 will have to be invested in new 
plants to meet the increased de- 
mand for primary petrochemical 
products . V. B. GUTHRIE, editor, 
Petroleum Processing, Cleveland. 


Outlook, Favorable .. The petro- 
leum industry in 1953 is expected to 
spend more for new plants and 
equipment, drill more wells, pro- 
duce more crude, and supply more 
products to consumers than ever 
before in history. 

Crude will be in greater supply. 
The world outlook is for an increase 
in availability of 13%, compared 
with 1952, or 18% if Iranian oil 
should again enter the picture. 

In this country, demand for all 
products probably will show a gain 
of 5% over last year, compared with 
3.4% in 1952 over 1951. 

Pipe-line construction will con- 
tinue at a high rate. At the first of 
the year, announced projects called 
for laying a total of 21,500 miles of 
new lines, including 13,800 miles of 
natural-gas lines, 4,700 miles of 
products lines, and 3,000 miles of 
crude-oil carriers. 

The nation’s refining facilities also 
will be expanded. Four new refin- 
eries with an aggregate capacity of 
115,000 bbl. are definitely scheduled 
for construction this year, nine more 
have been announced, at least some 
of which will get under way in 1953, 
and 10 major projects for additions 
to existing refineries have been 
authorized. 

Capacity of field processing plants 
also will grow this year. Fifteen 
new installations were under con- 
struction early this year and 41 
major projects were planned . . JOHN 
c. CASPER, Oil & Gas Journal, Tulsa, 
Okla 





a city the size of Rochester, N.Y. 
is being added to the market 


There are 333,000 more people in America right 
now than there were two months ago. 


In a year, there will be 2,000,000 more. 


In the next fifteen years, we will add as many 
people to our nation as the entire United States 
contained at the outbreak of the Civil War! 


This population boom has been going on since 
1910. Manufacturers of products used by chil- 
dren felt it some time ago. Schools which were 
already overcrowded are now bulging with stu- 
dents. The teen-age market is due for a surge far 


beyond normal growth expectations. 


We're watching the expanded markets of the 
1960's growing up. And industrial markets, too, 
must grow in the same proportion. These added 


millions will generate a tremendous demand for 





the products of American industry. New plants 
will be built and old plants expanded. Thousands 
of pieces of new equipment and mountains of 
materials and supplies will be consumed to meet 


the ever increasing demand for goods. 


The huge industrial markets of the 1960's offer 
an opportunity and a challenge. While we are 
looking forward to greatly expanded business, 
there is a big job which must be done. New men 
will head industry ten years from now— men who 
are working their way forward in lesser positions 
today. Their knowledge of your company can 


never be taken for granted. 


Why not have a frank discussion of this problem 
with your advertising agency ? They know how 
to use advertising effectively to gain a firm 
position for a company in its markets—both 


present and future. 


™ PENTON [usa 


PENTON BUILDING e CLEVELAND 13, OHIO 


a 
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of industrial sales and advertising 


Yale & Towne hits the road 


Movable Movie .. Y4! 


30 / in justrial Marketing 


Materials handling ‘circus’ 
embarks on 25,000-mile tour 
of nation’s small plants 


® PHILADELPHIA A merchandising 
“road show” has embarked from 
here on a national tour to bring 
Yale & Towne Mfg. Co.’s materials 
handling equipment to manufactur- 
ers who might not otherwise see it 

Called by heavy industrial equip- 
ment makers a pioneer move in 
“take-it-to-the-customer merchan- 
dising,” the show is being trans- 
ported by two trailers across the 
continent, up into Canada, down 
into Mexico: a total 25,000 miles 

Reasoning behind the traveling 
show, says Yale & Towne, is that in 
many cases “the only thing that has 
retarded the wider application of 
modern materials handling opera- 
tions, particularly in smaller plants, 
has been the lack of awareness in 


many places of what modern han- 


dling equipment can do.” 

The Yale & Towne show, referred 
to by the company as the “materials 
handling circus,” demonstrates the 
kind of performance materials han- 
dling equipment is capable of. For 
example, to talk up “exceptional 
maneuverability,’ Newcombe C. 
Baker, Jr., show manager, tosses a 
dime on the ground and literally 
spins a 3,000-lb. capacity standard 
gasoline-powered _ fork-lift truck 
around on it. 

Again, in demonstrating how 
smoothly the fluid drive unit oper- 
ates, Mr. Baker sets a glass full of 
water on one of the truck’s steel 
arms, pushes a control button, and 
the glass rises with the arm six feet 
in the air . . without spilling a drop. 

The show, with its two specially 
constructed trailer rigs pulled by 
tractors, includes the materials han- 
dling equipment, music and movie 
equipment, 100 lightweight arm 
chairs fo spectators, generators, 
battery chargers, promotion mate- 
rial and a 68x40’ tent. 

Local Yale & Towne distributors 
cooperate in putting on the show 
and playing host to customers 


McGraw-Hill new owner 
of Platt publications 


8 NEW yorK . . McGraw-Hill Pub- 
lishing Co. has purchased National 
Petroleum News, Petroleum Proc- 
essing, the TBA (Tires, Batteries 
and Accessories) Directory & Buy- 
ers’ Guide, Platt’s Oilgram News 
Report, Platt’s Oil-LAW-gram, and 
Platt’s Oilgram Price Report 

The publications were acquired 
by McGraw-Hill through purchase 
of National Petroleum Publishing 
Co., and its subsidiaries, W. C. Platt 
Co. and Platt’s Price Service, Inc., 
Cleveland 

Warren C. Platt, founder and 
president of the Cleveland com- 
panies, will join McGraw-Hill as 
publisher of these publications 


Packaging exposition, 
conference set for April 


@® CHICAGO . Indications are that 
the American Management Associa- 
tion’s 1953 National Packaging Ex- 
position will be 20°, larger than the 
1952 show. The exposition is sched- 
uled for Chicago’s Navy Pier April 


20-23 





Wide 
Have you a:new<product to sell? 
“LYN 


TO FIND WHAT’S-NEW...1 ALWAYS GO THROUGH IEN.” 


Sales Follow-Through 
at Low Cost 


After Bill Irish has broken the ice for you, you 
can consolidate your gains for 12 months at a 
cost of $1,800. That’s right—only $1,800! 


$150 to $160 a month buys you standard 1/9 
page advertising messages opposite editorial 
reaching 62,000 new-product-seeking plant of- 
ficials like the man in the cartoon. In cne year 
you can make 744,000 calls on them for less 
than 1/4¢ per call. 


IEN was designed and built to do this job... 
to introduce... to sell... to keep your products 
sold... increasingly ... ata monthly expense so 
thrifty that no worthwhile product need skip a 
single issue. And IEN’s special approach to 
finding and selling markets at one low cost has 
earned for IEN the most display ads per issue 
in any monthly, weekly or daily business paper. 


Your new equipment, parts, 
materials are well on the way 
to sales when introduced in 
Industrial Equipment News. 


A recent study of 200 product introductions 
shows that faulty market finding wastes many 
millions. 


Here’s a plan that can’t miss in establishing a 
sound new industrial product: 
Tell our editor, Bill Irish, about it. 


What is it made of? 
What does it measure? 
What does it cost? 


What is it? 
How does it work? 
How much will it do? 


Send him a good picture of your product and 
answer these questions. 


You will see your product fully described and 
illustrated in an early issue of IEN. And so will 
62,000 top buying and specifying officials in 
most of the active, best rated firms throughout 
all industries. At the cost of one small cut. 


This alone will put your new number on the 
industrial map wherever important smoke curls 
out of chimneys. 


USE THIS COUPON FOR HELPFUL INFORMATION 


The six items listed below are. available in our Media Data 
File folder—yours for the asking. This folder contains all the 
information you need to indicate how Industrial Equipment 
News can carry information on your products to all manu- 


‘facturing industries. 


4—Inquiry checking and 


1—NIAA Report 
analysis work sheet 


2—CCA Audit 
3—The IEN Plan (how to 5—Work sheet for new 
reach the men in.industry product publicity 


who specify and buy) 6—Check chart for 
advertisement analysis 


me late (tisiatel| 


industrial Equipment News The Original 
Thomas Publishing Company 1EN 
461 8th Avenue, New York 1, N. Y. Founded 1933 


Send to 
Name 
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( ) complete media data file 
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It's in the cards... ‘@ news 
UTILIZATION a 
is the sole publication that covers jj eekemueemeaies 


said 
| 


the tremendous horizontal market [—<—_aicneaeameena 


exposition, the association will hold 
| its annual packaging conference also 
| at the Navy Pier. The packaging 
| conference will be devoted to pack- 
| aging management and _ technique, 
industrial packaging, merchandising, 
| high speed production line packag- 
| ing and packaging problems of spe- 
cific industries. 
A new wrinkle this year will be 
a special “workshop exhibit” of ma- 
terials useful to packaging manage- 
ment. The exhibit will include 
| ° . 
| forms, brochures, instruction man- 
| uals, training manuals, books, pro- 
| grams, reports and records designed 
to increase the efficiency of packag- 
ing operations 
Do you reguiariy ask your customers for candid 
comment on your product? We do... monthly .. . 
with a continuing poll of reader interests, prefer- 
ences and needs. 
You should see the cards coming back. By their 
trend, we are able to make each issue of UTILIZATION 
more readable, and more useful than the one before. 
Coal-use men read UTILIZATION because they need 
what’s inside. Our Washington location offers an 
alert listening post, quickly reporting decisions, 
trends and regulations as they affect coal. 90.7, 
of our copies reach the primary buying influences* 
(presidents, vice-presidents, secretaries, treasurers, 
superintendents, managers, engineers, technical per- 
sonnel and purchasing agents) —in all classifications 
of coal use, including: @ the majority of coal-burn- 
ing electric utilities and @ municipal power stations 
@ most steel and cement mills @ some 6,000 manufac- 
turers (automotive, paper, etc.) @ all Great Lakes 
coal docks and coal-handling railroads @ 5,800 
prominent retail and wholesale coal yards. 
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By an increasing number of schedules and insertions, 
advertisers, too, tell us regularly how effective they 
find us. (From 31.11 pages in 1947 to 473 in 1952, 
and still growing. ) 


aS? 


8% 


If you want to sell the companies who burn, buy, 
dock, export, handle, heat with, load, manufacture 
with, move, sell, ship or stockpile coal . . 
publication that is edited to your prospects’ de- 
mands... UTILIZATION. 


. use the 
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~— 


* Based upon Monthly Audience Surveys. 


MECHANIZATION, INC., PUBLISHER 
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With more than 30 oil papers published today readers’ time favoring The Journal, because of 
. as wasteful duplication eats into industrial its comprehensive over-all coverage of the oil 
advertising budgets . . . advertisers, one after industry. 
another, have found the business getting answer 
in CONCENTRATION. Just as time is valuabie to the reader . 
: duplication costly for the advertiser. 
Readership surveys conducted by these advertisers 
and by independent survey specialists have shown When both CONCENTRATE .. . both get 
a steadily increasing CONCENTRATION of RESULTS! 


PROVE IT YOURSELF ... Mail to your own list (up to 500)... your own letter 
asking questions on readership ... have replies sent to you... tabulate the returns 


yourself ... then bill The Journal ... WE PAY THE COST. 


“Concentrate your advertising in The Journal... CONCENTRATION GETS RESULTS” 


TULSA @ NEW YORK @® CHICAGO @ HOUSTON 
PITTSBURGH @ LOS ANGELES @ ENGLAND 
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Latin America vs. Texas makes a very 
interesting and significant compari- 
son today. 


Latin America’s importance in the overall world 
picture increases steadily, and it is altogether 
possible that industry activities there will some 
day exceed those in Texas. Too, the Latin 
American oil activities are considerably beyond 
the combined activities in all countries of the 
Middle East. 


All this means that the oil producing countries 
to the south of us provide by far the biggest 
export market in the world for American made 
petroleum equipment and services. 


Ask any Petroleo Interamericano representative 
to tell you of our services designed to assist 


those who wish to advertise to this important 
export market. These services include translat- 
ing service, direct mail service, Spanish catalog 
printing and distribution, market facts, and 
advertising copy aids. 


S CHEYENNE e TULSA, OKLAHOMA 








LATIN AMERICA PRODUCES 


(89% 


AS MUCH OIL DAILY 
AS TEXAS 


LATIN AMERICA REFINES 


80% 


AS MUCH CRUDE OIL 
DAILY AS TEXAS 
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Agency clinics provide 
publicity know-how for clients 


® TRENTON, N. J... The first of a 
series of industrial publicity clinics 
to acquaint plant executives and 
engineers with publicity techniques 
and to show how to evaluate plant 
activities was held recently at the 
plant of the De Laval Steam Tur- 
bine Co. 

The theme of the clinics, arranged 
for its clients by Michel-Cather, 
New York advertising agency, is 
“Good Publicity is a Service to the 
Industrial Community.” Sixty-five 
executives and engineers attended 
the first workshop session, which 
was led by Phil Swain and L. N. 
Rowley, editors of Power, New 
York, and Jesse Cloud, agency ac- 
count representative 

More of the sessions will be held 
at the De Laval plant and plants of 
other Michel-Cather clients. Edi- 
tors of business and newspaper pub- 
lications will be invited to lead the 


Sess1ons. 


Space Savers . . Newly 
Mallinckrodt chen ad Sunes 


Mallinckrodt’s square bottles 
achieve laboratory efficiency 
Taking a tip from dairy packag- 
ing, the Mallinckrodt Chemical 
Works, St. Louis, Mo., has converted 
its entire one-pound and one-quar- 
ter-pound line of dry analytical re- 
agents to flat-sided bottles. 
Specially designed for laboratory 
efficiency, the new package in- 


creases shelf capacity 25% . . five 
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M.. Hearne’s letter points up two reasons for the practical 
value of advertising in The Wall Street Journal: 


1. Inquiry rate is unusually high because Wall Street 
Journal readers have the responsibility for following 
up on news of products and services which may benefit 
their companies. 


2. Buying rate is unusually high because these same 
readers have the authority to influence and specify 
purchases. 


If you have experienced Journal pulling power, you, too, 
may be inclined to say “Of course.”’ If that rewarding ex- 
perience is still ahead of you, don’t postpone the benefits 
of low inquiry cost and high conversion to sales. Get in 
touch with any of our offices today! 


THE WALL STREET JOURNAL 


Published oat 
le ile \ere) DALLAS 


NEW YORK 
44 Brood St 


SAN FRANCISCO 


12 E. Grand Ave 415 Bush St 


911 Young St 
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Product Design & Development 


PD&D increases the effectiveness of Advertising by keeping 
Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET — It's expanding, growing but its 
size is unknown and in many respect 
unknowable. No one knows what design 
engineers will be creating and working 
on for tomorrow's products. Therefore, 
you can’t reach too many product engi- 
neers—too often 


PD&D SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re 
sponsible for the Design & Development 
of durable goods-—-tomorrow's products, 
manufactured in quantity for sale to con- 
sumers, business, industry and govern- 
ment 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up and super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 

OEM—the market interested in compo 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow's 
products 


PD&D HELPS YOU MEET TODAY'S CONDITIONS . 
Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘‘frozen’’ for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested 
even more imperative 


PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two e! our page 


lements are blended ir 
make-up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 


PD&D HELPS ADVERTISERS DO THEIR NO.1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal! files 
of Design Engineers. 

THEY READ PD&D AT THEIR DESK, ON THE JOB 
and respond through one of PD&D's 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible and over 
4,000 use PD&D's Reader-Service card: 
every month making over 23,000 requests 
for additional product information. 


To make it easy for Advertisers who want to Buy 


Here’s how one Advertising Executive 
highspotted his recommendation: 


¢¢ Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. 9° 


Data for your proposal: 


CIRCULATION: 34,000 individually-addressed 
copies, CCA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
quiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by ‘‘who reads it” but also by the 
mood-&-frame of mind of Readers...as well as WHEN-&-WHERE they do their reading 














i aan 





Published by Franklin H. Johnson, Inc., 138. A7thst., New York 17,N.Y.° Phones: ELS- 7011, PL9- 2536 


34 / in justrial Marketir 


ie FEBRUARY, 1959 | 
PRODUCT DESIGN ? le 
) — & DEVELOPMENT 


ise] Meateriats & Parts B A ee 23] Ramer cot Daspe 





im) NEWS 
bottles now taking the space for- 
merly occupied by four. 

Other advantages offered by the 
new package include easier han- 
dling, surer grip and increased visi- 
bility, improved by redesigning the 
label. 

The new package is known as 
Stormor, hand-tailored bottles. 


to 
Aiam Cray Ncdee 


master of words . 


on this, your 30th Armco-versary 


You, William E McJet, are the hardy soul 


who bravely strove to teach us that there is wizardry 


in words. You were our teacher. critic and comrade 
We humbly ase that you measure your success not by the 


quality of writers you have produced, but rather by the 


high respect and deep affection in which we hold you 


To this we joyfully test.fy with our signatures 


hogan} ttn “Ff TLiekeh lb Yar 
Wylh ihe Flonab & far 


Shaan; dchsthuhack, 
Wthhev “Wh ”~ 


han. & aadlous 
hhetad b (alba 


Presented February 2. 1953 


Heart-Warming . . Plaque was pre- 


ented to W. E. McFee, supervisor, com- 





mercial publicity, Armco Steel Corp. (Mid- 
iletown, ( by eight of his y 
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Advertiser Changes. . 


Philip W. Hatch . . former sales manager, 





mm é ntair sion, Ball Bro- 
thers, Muncie, Ind., has been elected a 
ident of the Thatcher Glass Mfg. 

N. Y. He will be in charge of 


Kee Glass Division. Mce- 






nization of the Rittenhouse 
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the BIC magazine of the 


The highway and heavy construction 
industry includes road construction and main- 
tenance, large structures such as apartments, 
office buildings, power houses and similar 
projects, and major construction such as dams, 
irrigation canals, tunnels, levees, and other big 
construction projects. 

This huge construction industry is a 
multi-billion dollar market for all types of 
construction equipment, supplies and materials. 
And for over 30 years, CONTRACTORS AND 
ENGINEERS has served as the news magazine 
of the construction industry. 

The big format of C & E, 11” x 15”, gives 
it the big editorial impact — and lends extra 
visibility to your standard size advertising 


/ 


BIG construction Ty 


plates. Check over your copy of CONTRAC- 
TORS AND ENGINEERS and you'll find that 
it carries more editorial material than any other 
monthly magazine in the field. This includes 
more staff written field articles, more pictures, 
more news of new products available. And it 
adds up to a higher proportion of editorial to 
advertising content. 

This editorial leadership has developed a 
consistent advertiser preference, indicated by 
the fact that C & E has for years carried more 
advertisers than any other monthly in the field. 

CONTRACTORS AND ENGINEERS is 
the big magazine in the big construction in- 
dustry. Write for a recent issue and let the 
magazine speak for itself. 





Contractors and 
Engineers 








the NEWS magazine of the construction industry 





470 Fourth Avenue, New York 16, N. Y. 
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decal merchandiser, says: 


TURN “EYES” 
INTO “BUYS” 
with PF 
DECAL VALANCES! 


Edward W. Fearson 


Emsco Manufacturing Co. . . 
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J. B. Ellor . . ha 


Donald C. Huber . . has been 
Point-of-purchase is your last chance to clinch the sale. And the space in your 7: — 


dealers’ stores is free! So cash in on the pulling power of your advertising 
program with dynamic, attention-getting PF decals! Vividly-colored store valances 
like those illustrated as well as window signs, dealer-service decals, decal 
name-plates, product decoration decals —all stick to their jobs of turning 

Thor Power Tool Co... i 
impulses into sales! . 


art services, consultations and estimates without obligation 


PF DECALS ._ your last link between advertising and the sale! 





Dept. IM4 oe 
Please send me your sig Charies T. White. Jr. 


FREE BOOKLET “DECAL-WAYS TO SALES!’ 
with samples of PF decals. 
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City Zone State 
Caterpillar Tractor Co. . . Ps 


PALM, FECHTELER & €O. 


220 WEST 42 STREET, NEW YORK eo, Ws: We 
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After you have gone to the ends of the 
earth and the limit of your wits, to 

get fine photographs for printing — 

don’t take chances with the final outcome. 
Use Cantine’s Coated Papers to be sure 
of the highest possible quality and 


fidelity in the reproduction. 


peu 


THE MARTIN CANTINE COMPANY Specialists in Coated Papers Since 1888 
SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO (/n Los Angeles and San Francisco: Wylie & Davis) 


LETTERPRESS: Hi-Arts, Ashokan, M-C Folding Book and Cover, OFFSET-LITHO: Hi-Arts Litho C.1S.. Zenagloss Offset C.2S. Book and Cover, 
Zena, Catskill, Velvetone, Softone, Esopus Tints, Esopus Postcard. Lithogloss C.1S., Catskill Litho C.1S., Catskill Offset C.2S., Esopus Postcard C.2S. 


(im) NEWS 


Pitzen, former district representative, cen- 
tral division, is assistant manager, sales 
training division. Mr. Pitzen has been 


with Caterpillar six years. 


Agency Changes. . 


Nelle Nelson . . has | 


rec r ana 


Ray Mills Advertising Agency .. Au! 
Me., has moved into a new building « 


rie 


The sure way to get your Pai Mace ever 
sales story into buying hands is is sec. so: 1 


ce-president of 


Your sales approach to the Refining Industry depends on 
getting product information in the hands of men who buy 
And your catalog in Refinery Catalog will reach “inside the | Richard T. Brandt, Inc. 
gates” to 5,000 men with purchasing authority in the pointed to handle the Eucli 
Refining-Natural Gasoline-Petrochemical Industry. ‘level 


id advertising manager 


Refinery Catalog’s planned distribution covers men respon- 
sible for 98% of all purchases made in Refining operations 

.. hard to reach men on the other side of those “No Ad- 
mittance” signs. Ask a representative to show you the actual 
list of these proven buyers. 


ars, has joined the 
William L. Coy 
juction departments 
leveland agencies, now is 
ion manager. 
For strong supporting assurance on 
Your sales and advertising programs Frank Frazier . . who recently resigned as 
lirector Direct Mail Ad- 
put your story into the hands of the right men, at mae sociation, has become a prin- 
the right time—-when actual buying decisions are being ipal of Specialized Business Services, 
made! Place your catalog in Refinery Catalog. This will help 


rk advertising and promotion con- 
your salesmen get inside those gates! 


ry. Mr. Frazier, who man- 
est of Industry” award 

jirect mail campaigns and the 

ions of the DMMA in Wash- 

Send now for value-packed 24-page Vee a a ee 
Refinery Catalog Fact Book. Gives ; pte ine ora 
market data, copy suggestions, cost York, will administer a number of new 
comparisons. Write Sales Promotion services with the new agency 
Dept., P. O. Box 2608, Houston 1, 
Texas. 


—_REEMERY Caratog 


She Holi Largest MANUS Atblishers 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 

York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 

332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 

Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 

Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson See page 114 for Media Changes 
1219 
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“WHERE DO MEN 
IN INDUSTRY OBTAIN 
PRODUCT INFORMATION ?° 





i jpment? 
on about industrial supplies and equipm 


QUESTION: How do you obtain informati 


50% 75% 100% 


PERCENT 25” 


wnane™ ee ane 78% 


— 
Trade and Business Publications ) =, 
Manufacturer's Catalogs 


Direct Mail ae ; 
Commercial Industry Catalogs 
and Directories 0" 
Trade Shows 
Company Ma 


Internal Compa 
ness and tra 


gazines from manufacturers 


y ge “ 
NOT ° Salesmen who were checke y 6 ° f the bscribers isn t hown in this bar ch rt as it is felt that the figure 
a 
C sv i 5 no s 
E d b 6 ° 
i] not directly comparable to the other sources listed. 
Ss 


A leading industrial advertiser wanted to determine the 
relative importance of sources from which men in indus- 
try secured information about products. Letter-question- 
naires, on McGraw-Hill letterheads, were sent to a cross- 
section of 1000 subscribers to each of five McGraw-Hill 
publications. 


and production and plant equipment. This was substan 
tiated by comments indicating a preference for advertise- 
ments with factual, informative copy. 

The above report is only a portion of this study on the 
value of industrial advertising. The full report is contained 
in our Research Department's Laboratory of Advertising 
Replies were received from 825 subscribers (16.5% Performance Data Sheet 


5022. If you would like a copy, 
return). Composite returns, as shown on the above chart, 


or if you want facts on other subjects related to business 
paper advertising, performance and effectiveness, ask your 
source of information on materials, operating supplies McGraw-Hill man. 


indicate the importance of business publications as a 


McGRAW-HILL PUBLISHING COMPANY, INC. 


.% 
by moe 
e/ ) d 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. D W201 ssi 
HEADQUARTERS 


Bus | es $ (Ww FeR MAT IO N 





buys trucks 
. +» for cities, counties, states? 


The man who buys trucks for public 
works buys big. He's specifying for a 
mammoth 65 billion dollar expansion 
program in road building alone—and 
for the whole public works program, 
from sewage disposal to street main- 
tenance, water works to pest control. 
Who is he? Not the political official, but 
the engineer. 

That's why you get more advertising pull 
from PUBLIC WORKS Magazine than 
from any other publication in the field. 
It’s the engineers’ magazine . . . edited 
by engineers, for engineers .. . packed 
with vital technical information they can 
put to work to solve daily, on-the-job 
problems. Your ad in PW does more 
than reach the engineers; it influences 
their planning and buying. 


more pull 


An advertiser® in 
six magazines reports: 


“PUBLIC WORKS continues 
to lead in number of 
direct inquiries.” 

*Name on request 


The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 
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Controls end .. industry accepts 


By Stanley E. Cohen 


® IN LESS THAN two months, the 
Eisenhower administration has vir- 
tually 
agencies which were set up to direct 


wiped out the alphabetical 


the control programs. established 
after the outbreak of fighting in 
Korea 

Price, wage and salary control are 
completely gone. Except for de- 


fense programs, priority control 
over materials 1S eithe: gone, or on 
the way out 

The President has taken the posi- 
tion that these controls may have 
been necessary during the period of 
confused trading in 1950, but have 
outworn their usefulness as we in- 
creased our capacity to produce. 

His actions were something of a 
calculated risk, but so far they have 
paid off. Some metals are still in 
such tight supply that the elimina- 
tion of controis places a great re- 
sponsibility and temptation 
on those who buy and sell 

On the other 


community has 


hand the business 
apparently been 
willing to accept the challenge to 
show that it can operate without the 
restraining hand of government 
Price increases so far have been lo- 
calized. And the period of danget 


seems to be passing 


New Plant Incentive . .Tax stud- 
ies which will be getting under way 
here in the coming weeks will be of 
special importance to manufacturers 
of industrial equipment 

Most of the publicity so far cen- 
ters on the immediate Congres- 
sional discussions of excess profits 
and income taxes. Over the longer 
run, Congress has considerably more 
extensive plans in the tax field 

The new administration’s long 
range aim is to revise the tax laws 


to provide incentives for industry to 


invest in new plant and equipment 
When the major tax revision legisla- 
tion reaches the floor . . probably a 
year from now .. it will give indus- 
trial leaders more freedom to set 
amortization rates for capital goods. 

Under such a provision, adminis- 
tration leaders hope to encourage 
substantial investment of 
capital and cut down government's 
role in the capital goods expansion 


private 


program. 


Keep Your Head. . With govern- 
ment reducing its expenditures, the 
leaders of the new administration 
are looking to business to take up. 
whatever slack the economy may 
So far, according to Com- 
Secretary Sinclair Weeks, 
business is demonstrating its con- 


show. 


merce 


fidence in the future by scheduling 
industrial plant and equipment ex- 
penditures at record levels. 
Reports on first quarter 1953 were 
considerably ahead of last quarte: 
1952, and the 
Council of the Department of Com- 
made up of top industrial- 


Business Advisory 
merce 
ists .. told the Secretary that manu- 
facturing industries alone will put 
ovel $12 


equipment this 


plant and 
Petroleum, 


billion into 
year. 
power and service industries are all 
expanding at unusually high rates. 

Commerce Undersecretary Walter 
Williams warns business men that 
there will inevitably be ups and 


downs in the transition period 
ahead. 


keep their heads and plan intelli- 


Calling on business men to 


gently, he says “One of the unfor- 
tunate things about us business men 
is that we somehow or other come 
to feel that unless we break records 
every week, we are headed for the 
doldrums. We should look ahead 
with confidence, but not bubbling 


optimism.” 


Price Cut Tangle . . Congress is 





at's In It 
uct or process. 


? Your advertisement in the ‘Professional 
or ol Journal of the Tool Engineering Profession”’ 
& commands top attention from these men—= 
the alert men of industry. They look for 
new ideas as if their jobs depend on them. 
They do. More and more advertisers are 
recognizing these facts. THE TOOL ENGI- 
NEER has the largest increase in number of © 
advertisers and advertising pages of any 
metalworking publication. There are more 
sales ahead for you—because of what's in it 
for tool engineers. 


Tool engineers look forward to THE TOOL 
ENGINEER every month because it is the one 


7 magazine published for their profession. Be- 
at 4 n t or tween its covers, they find new ideas about 
new products, processes, techniques. 


Of major concern to these men are pro-- 
duction costs, and quantity and quality of 
production. THE TOOL ENGINEER is devoted 
to such subjects exclusively. . 

Tool engineers rely upon the information 
and new ideas packed into each issue of THE 


co 
Tool Engineers ? TOOL ENGINEER—on both the editorial and 
e advertising pages. 

At their own request, 82.6% of its read« 
ers have THE TOOL ENGINEER sent to their 
homes. Here, away from the distracting at+ 
mosphere of the office, they have more time 


ee for the entire content of their favorite mag- 
7 azine. aie 


: For reaching the men who select and 
Se Pry) | ify your product or process, your one 
ew medium is THE TOOL ENGINEER. 
Engineer 








P 
tr 


(t's a MUST! .. . Deadline MAY 31, 1953 


.. . Buyers Guide of the Industry — in use 
by EVERY paper and pulp mill in the U. S. 
and Canada. .. . Place your pages before 
these 3000 KEY EXECUTIVES who buy and 
specify... . Reserve your space NOW! 


/ 


HANDBOOK 


Buy the Unit! Clanket the Market! 


Place your monthly. selling messages in The Paper 
largest Voluntary Paid (ABC) Circulation 
to top-management and key personnel—the buying 
a 


INDUSTRY 


orbit—available at the lowest cost per 1000 . 
SRDS for Combination Rates 


BEST COVERAGE 


INDUSTRIAL HEATING 
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1400 UNION TRUST BLDG. 
shee ds ol eh Pe 


getting a variety of proposals for 
amending the anti-trust laws. One 
bill, providing for much more dras- 
tic penalties for violation of the 
Sherman Act has been approved by 
the House Judiciary Committee. 

The more controversial and sig- 
nificant bills center on provisions of 
the Robinson-Patman Act which 
specify the basis on which a seller 
may cut a price in order to meet 
competition. A group led by Sen- 
ator Kefauver (D., Tenn.) is pro- 
posing to change the law so that 
prices cannot be cut, even to meet 
the lower bid of a competitor. An- 
other group, led by Sen. Capehart 
(R., Ind.), is moving in the op- 
posite direction, proposing to clarify 
the law to leave no doubt that a 
company may match a competitor's 
price. 

With the confirmation of Edward 
Howrey as a member of the Federal 
Trade Commission, Senator Cape- 
hart probably has nothing to worry 
about. As a private attorney, Mr. 
Howrey handled a number of cases 
involving discounts. His elevation 
to the commission seems to assure 
at least three votes for any company 
that can show its discounts were de- 
signed to meet the equally low price 


of a competitor. 


Full Dress Postal Probe . . The 
Post Office department is about the 
most investigated agency in Wash- 
ington today. In addition to the ex- 
perts imported by Postmaster Gen- 
eral Arthur Summerfield, the de- 
partment is being investigated by 
the Senate Post Office committee, 
the House Post Office committee 
and the House appropriations com- 
mittee. 

On the congressional level, the 
investigators have worked out an 
informal division of labor. The 
Senate committee is doing a full 
dress job on postal accounting and 
rate making methods, with a view 
toward recommending a basic phi- 
losophy to put a stop to the squabble 
over rate levels. The House postal 
Committee is hunting for ways to 
make postal operations more effi- 
cient, and is tracking down the de- 
partment’s handling of specific ideas. 

Sen. Frank Carlson (R., Kans.), 
chairman of the Senate committee, 
expects to devote about a year to 
the investigation. Meanwhile he 





directory 


Check your prospect list with C&ENews 
complete coverage of the really important 
men in the Chemical and Process Industries— 
Presidents, vice-presidents, general 
PRODUCTION “ managers... nan sett pro- 
duction managers, chief engineers. . . 
directors of research and development 


. chemists and chemical engineers 


You'll find that C&ENews reaches 75,000 
of them — more than twice as many as any 





other magazine serving these industries — 
because only in C&ENews can they find 
complete, up-to-date news coverage of vital 








developments affecting their everyday 
operations . . . only in C&ENews can they 
keep a breast of the “new” and of the “news.” 
To reach these decision-makers of the 
Chemical and Process Industries—the men 
who buy and specify—tell your story where 


it will be read and acted upon, in 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N.Y. 
CHICAGO ¢ CLEVELAND e¢ SAN FRANCISCO ¢ LOSANGELES ¢ SEATTLE ¢ DALLAS e DENVER 
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Ask for further evidence 
{ PHB’s selling power in 


this active growing field 











with the 
people who 


do the 


In the plumbing 
and heating indus- 
try the people who 
do the volume business 


are the 22,210 TOP HATTER 


contractor readers of PHB 


Get your sales message to 
them, directly and most 
economically, through 

PLUMBING & HEATING 
BUSINESS the maga- 
zine they prefer over 
any other paper in 

the field. 


Cost of space is 
lowest in the field per thou- 
sand circulation. Total cir- 
culation of more than 27,000 
includes every full service 

wholesaler in the U.S 


PLUMBING & HEATING BUSINESS 


GRAND CENTRAL TERMINAL — NEW YORK 17, NEW YORK 





WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 
BY LEADING 
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sees little likelihood of avoiding the 
35° increase in parcel post rates 
which is currently under considera- 
tion at the Interstate Commerce 


Commission. 


Tidelands Warning . . During the 
debates over Tidelands legislation, 
foes of state ownership have fre- 
quently charged that Tidelands is 
only the beginning of a series of 
raids “by special interests’ on the 
public domain. 

One of the most interesting an- 
swers from administration sources 
comes from Interior Secretary 
Douglas McKay, who is charged 
with conserving the vast mineral 
and natural resource treasures 
which have been kept under federal 
control as assurance for the future. 

“Any change in government ad- 
ministration offers an opportunity 
for advancement of claims by those 
who would exploit the public re- 
sources for their own gain and the 
public loss,” he says 

“The advent of a new administra- 
tion is a proper time to review the 
existing policies for management of 
the public resources to determine 
whether such policies may be im- 
proved. 

“In this review, we must give all 
those individuals and groups who 
make their living from the public 
resources, as well as those whose 
interests are materially affected by 
the methods of public resource man- 
agement, full opportunity to be 
heard, and we must expect that 
some changes in policy will result. 

“I assure you, however, that so 
far as I am concerned personally, 
such policies as are evolved will be 
only those which in my considered 
judgment will provide stronger 
safeguards for the interest of the 
entire nation.” 


1953 Census Survives .. The pro- 
posal for a census of manufactures, 
business and transportation in early 
1954, covering 1953, survived the 
Eisenhower administration’s revi- 
sion of the 1954 federal budget, and 
is getting administration support 
before the House and Senate Ap- 
propriations Committee. 

Planning for these censuses is so 
far along that specimen report forms 
and booklets are already available 


_ 142 
page i439 





For real readership, a publication must present the type of article T re) T 4 E 
that interests its readers and they must be prepared by men who 
know who they're talking to, what they’re talking about, where to 


find material, and when to present it. 0 q S T q UJ C T | 0 nf 
Those men in the construction field are the 403 regular suppliers 


of editorial material to the Associated Construction Publications. This 


report on personne! of these publications is presented to show why 
the ACP group offers the biggest buy for advertisers in the construc- 


tion industry. 


Here’s unequaled blanket coverage of 
every section of the market—unequaled in 
any industry: 

19 Editors—who know construction mar- 
ket conditions . . . advertiser, dealer, and 
reader problems. 

62 Field Editors and Reporters — spe- 
cialists in equipment, jobs, and the people 
who do the work — not swivel-chair book 
readers, but men who aren't afraid of 
muddy shoes. 

47 News Editors — trained writers with 
a knowledge of the men who read and 
what they’re looking for. 

38 Photographers — many who are 
regular suppliers of pictures for adver- 
tising use. 

237 Correspondents — strategically lo- 
cated to channel worthwhile news into the 
magazine columns. 


*Figures compiled from publication rec- 
ords for one year ending June 30, 1952 


ADVERTISING 


115 =| (19,796 


CIRCULATION EDITORIAL 


67,741 


readers — men who do the 
work .. . and buy equip- 
ment! 


pages of local job stories, 
new equipment news, bid 
information — of reader 
interest! 


advertisers saw fit to use 
17,163 pages in ACP pub- 
lications. 


Write Gordon Anderson, Sec'y., 1022 Lumber Exchange Bldg., Minneap- 
olis 1, Minn., for full information on all or any of the — Publications. 


Construction Bulletin Construction — Monthly Mid-West Contractor Southwest Builder & Contractor 
Minneapolis 1, Minn. Little Rock, A Kansas City, 13, Mo. Los Angeles 25, Calif. 


Construction ty Dixie Contractor Mississippi Valley Contractor Texas Contractor 


Indianapolis 6, Ind Atlanta, Ga. St. Louis 6, Mo. Dallas, Texas 


Constructioneer Michigan Contractor & Builder New England Construction Western Builder 
South Denag, N. J. Detroit 26, Mich. r Boston 16, Mass. Milwaukee 2, Wis. 





sells the materials specifier 


twice 


...inthe 


Materials Show Issue 


of Materials & Methods 





ONCE! TWICE! 


Before the Show At the Show 


Your ad in the Materials Show Your ad will get its second 
Section will get its first important reading in mid- 
reading when the June June when reprints of the 
Materials & Methods is Materials Show Section are 
received by 22,000 paid distributed to the 15,000 
subscribers who select and materials specifiers—M&M 
specify engineering materials, subscribers and readers—who 
parts and finishes for hard are expected to attend the 
Advertising forms goods manufacture. These Materials Show at Grand 
for the June men will be vitally interested Central Palace, New York, 
Materiale & Methode in the preview and program June 15-19. The reprint will 
averuans evnoas of the first show devoted be their guidebook for the 
close May 1st. exclusively to materials — the five days of the Show. 
First Exposition of Basic 
Materials for Industry. 


MATERIALS & METHODS — t Meestine ot materials Engineering 


A Reinhold Publication 330 West 42nd Street, New York 36, N. Y. 


ABC-ABP 
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The agency picture .. 






479 advertising agencies place 






470,022 business paper pages Industrial Marketing 





BBDO leads the field . . agencies show 10.2% gain 







® FOR THE SECOND consecutive year, Batten, Barton, Dur- 
stine & Osborn led the agency field in number of pages rank 1952 1951 
of advertising placed in business publications. 

The agency chalked up 20,219 pages in 1952... a 6.9°, 

















; : ads 121 Abramson, Ervin R., Adve ng j 
increase over the previous year. Fuller & Smith & Ross 47S Ad Art A “ 7 
AQ AIt Ass 1ates 

took second place with 17,628 pages. 484 Ad Scribe 2) 14 

Some 479 agencies placed 470,022 pages in business AGbt Raval. Keaceinta 107 en 
publications in 1952, INDUSTRIAL MARKETING’S exclusive Pa ee 374 366 

annual tabulation showed. The increase was 10.2% for 107. Advertising Cor 1,059 995 

- agencies reporting in 1951 and 1952. 238 Advertising Producers-Associated 361 11 
The gain for the 25 leading agencies was 7.7% . . 453 Advertising Product 32 8 

lower than the gain for the entire field. Among the 25 92 Aitkin-Kynett 3,258 2.902 

q leaders, biggest gain was 39.4% for Campbell-Ewald, 132 Aldridge, A. E.. Associate 807 638 






which climbed from 22nd to 16th place in 1952. 













@® Copyright 1953, Advertising Publications, Inc. 38 Andrews Agency 2,893 389 


25 leading agencies \rm: Advertising Agency 
rank pages Tank 63 Arndt, John Falkner 1,985 1,571 


1Q¢ 






















1 Batten, Barton, Durstine & Osborn 20,219 18,920 cspemitida _ : ; 93 84 
2 Fuller & Smith & Ross 17,628 6,648 234 ss socidled Advertising Agency 
3 J. Walter Thompson Co. 17,220 16,344 * incinn ae , 368 07 
4 G. M. Basford Co. 11,705 10,974 4 OP RE Havering Ratan) 

5 Buchen Co. 8,179 8,03 oy - agp 59 : 
6 Klau-Van Pietersom-Dunlap 7,914 3 62 = = miter yr 1,425 310 
7 Albert Frank-Guenther Law 7,893 840 6 106 oo a ey o A sae 1,064 822 
8 MacManus, John & Adams 7,038 69 0 369 ci scabies i iverlising Agency i0g 65 
9 Foote, Cone & Belding 6560 96.2: 423 Axelsen, Bennett & Clark 56 2 
10 Cockfield, Brown & Co., Ltd. 6.385 577 445 Bachman, Kelly & Trautmar 39 12 
11 James Thomas Chirurg Co. 6.369 6,218 ] 208 Badke, W. H., Advertising Agency 433 409 
12 Griswold-Eshleman Co. 6,197 5,5! , 100 Baer, S. C., 1,147 1.049 
13. McCann-Erickson 5.646 6,779 8 245 Baker, Johnson & kinsor 341 305 
14 Sutherland-Abbott 5,299 4 87 402 Barnett & Barnett 74 49 
15 Russell T. Gray, Inc. 5,262 4,994 lf 4 Basford. CG. M 11.705 0.974 
16 Campbell-Ewald 5.212 3,740 2% Ratna Beinn: Tessitia: & Pakie ae ieee 

17. MacLaren Advertising Co., Ltd. 5.174 5.08 i il i a 
18 Charles W. Hoyt Co., Inc. 5,169 511 14 - : i ; ai = . _ 
19 Walker & Downing 4.936 4,138 19 a " wi rt ee 2,054 88 , 
20 Gray & Rogers 4.642 2 7N7 : s 1 / > } _ r & Sperling 2,071 2,026 
21 Ketchum, MacLeod & Grove 4.570 4,186 30 ee 2 ms : 3,427 3,069 
22 Horton-Noyes Co. 4.271 2 of 349 Be nham A d vertisin A a ney 142 103 
23 Charles L. Rumrill & Co. 4,105 3,437 399 - aieae = , erbert o., A ate 78 67 
L 24 McCarty Co. 4,014 3.629 154 ™ nnett Advertising 692 670 
363 Berghoff Associate: 121 45 






25 Kudner Agency, Inc. 3,987 3,234 














1je 68) 





1 pages placed by top 25 agencies 185,567 
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Agency management sees ways 


to better the client relation 


Four top executives of notable agencies 
with strong industrial accounts were asked 
by IM to discuss how today’s agency-client 
. can be 


relation . . or some phase of it . 


improved. Each observation was written 
without knowledge of what the other ex 
ecutives would say. Their observations, 
which follow below. offer direction and 


some basic ideas to advertiser and agency. 





Give the agency a seat 
in top planning councils 


By Fred Adams... President, G. M. Basford 


Co., New York 

® iF 1 HAD the opportunity to switch 
jobs with my counterpart in Client 
X, I would want certain important 
services from my agency. I feel 
that the top 
overlooks the possibilities of using 


management often 

the agency in over-all planning 
Therefore, I 

point, as president of Client X, to 


would make it a 
invite the top management of my 
agency to sit in on discussions prior 
to submission of certain projects to 
While I rec- 


ognize that much of a corporation 


my sales associates 


management's time is spent outside 
the normal realm of advertising and 
sales promotion, the life blood of 
any corporation 1s certainly how 
well sales are going and how good 
the profit picture is. It is difficult 
to divorce the functions of corporate 
management from the necessity of 
taking a good step forward public- 
itvy-wise 

As the president of Client X, be- 


is / 


lore bringing a new product out ol 
dropping an old one from our line, 
I would lean heavily on the market 
and business experience of my 
agency It has always been my 
contention that an agency, in its 
normal growth and with its great 
diversity of clients, accumulates ex- 


When an 


agency is selected, one of the prime 


perience in many fields. 


requisites, without any question, is 
the fact that the agency could show 
some form of recognition in the 
market in which the client is inter- 
ested. Yet, when there is an op- 
portunity to take advantage of that 
agency experience, corporate man- 
agement usually overlooks — the 
chance 

As the president of Client X, I 
would consult with the agency’s 
“business strategy committee” o1 
some such counseling group in the 
agency to help me work out such 
problems as stockholder relations, 
plant community advertising, finan- 
cial public relations, etc. I would 
make it my job to know the top 
management of my agency on a 
“first name basis” at least that’s 
the way I would like it 

I would also want to know, as 
the leader of my corporation, some- 
thing of the agency’s financial struc- 
ture and general management op- 
eration. I would make it a point to 
set aside time on a regular basis 
either quarterly or semi-annually 

with the management of my agen- 
cy, let my hair down and tell them 


some of the problems that are be- 


setting us. In this way, by keeping 


the agency top management in- 
formed of my problems, I would 
be in a better position to expect 
more from them when the chips are 
down and I need an answer fast 

As the president of an advertising 
agency whose business is primarily 
directed to the advertising and pub- 
lic relations of industrial corpora- 
tions, I can only urge that more 
agency top management become a 
part of clients’ business advisory 


‘ouncils 


Give the agency access 
to client engineers, plant men 


By Edward J. Lauesen . . Vice-President & 
Manager, Fuller & Smith & Ross, Chicago 
® A SMOOTH WORKING relationship 
between a client and an agency de- 
largely upon. the 


pends | pretty 


amount of information which an 
agency is able to obtain through a 
client. This is particularly true in 
the capital goods field 

This does not mean that the client 
should be expected to develop the 
information and hand it over to the 
agency in a form that only requires 
editing or graphic arts services to 
produce a finished program. It does, 
however, suggest that the client set 
up a procedure enabling the agency 
to obtain a free flow of accurate in- 
formation. Thereby the client will 
receive much better results for his 
money 

Whenever the 


ment people let it be known that 


proper manage- 
a free flow of information to the 
agency is an integral part of com- 
pany policy, results program-wise 
show an almost instant improve- 
ment 

Engineering departments are nat- 
urally and advisedly cautious dur- 
ing interviews with advertising peo- 
ple, either from their own adver- 
tising department or from the agen- 
cy. After advertising people have 
established confidence that they are 
responsible and mature in_ their 
thinking, engineering departments, 
production 


development divisions, 


people, and = field representatives 
should have a clear understanding 
of the part accurate information 
plays in developing an indirect sell- 
ing program that will match the 
direct selling program in over-all 
Field 


strength and_ effectiveness 





representatives must feel that it is 
company policy to aid in exposing 
advertising people to their custom- 
ers’ problems 

Development men and engineers 
should keep the advertising end of 
the business informed of future 
plans on the same confidential basis 
as they do other elements of the 
business. This is very valuable in 
developing the right kind of a pro- 
gram to move present inventories 
and avoid the necessity for an about 
face by the company if radical prod- 
uct changes take place. 

A poor job by a good agency is 
usually traceable to a stoppage of 
information. 


Give your agency time to learn 
your ad, merchandising set-up 


By H. I. Orwig Vice-President, The 


Buchen Co., Chicago 


® LET US ASSUME that you, the ad- 
vertiser, have chosen your agency 
carefully You have made you 
choice on the basis of the agency’s 
creativeness, knowledge of 
kind of product and markets, finan- 
cial stability, and other important 


your 


considerations. You have thus in- 
vested in a particular, specialized 
professional service which you hope 
will pay you continuing dividends 
in helping to increase your sales 
and profits. 

Now comes the question: What 
can be done to make your invest- 
ment as productive as possible? 

The first, and perhaps the most 
fundamental, thing to consider is 
that the advertiser-agency relation- 
ship, like a marriage, must start out 
with the mutual resolution that the 
relationship is going to be a con- 
Unless both parties 
agree to this at the outset, the out- 


tinuing one. 


look is dubious indeed. 

Mutual confidence, and a mutual 
desire to make a success of the ad- 
vertiser-agency partnership is re- 
We have all heard of 


patients who “shop around” from 


quisite No. 1 


doctor to doctor, never giving any 
one of them a real opportunity to 
In the ad- 


relationship, — this 


exercise his skill fully 
vertiser-agency 
situation finds its parallel in the 
client who is constantly “on the 
make” as far us other agencies are 


concerned. Concretely, the attitude 


expresses itself in a tendency on the 
part of the advertiser to welcome 
and often solicit .. speculative pres- 
entations or “bright ideas” which 
too often have little bearing on the 
more ser1lous sales, marketing, mer- 
chandising and advertising prob- 
lems of the client. 

This does not mean, of course, 
that the advertiser must turn a deaf 
ear to ideas which emanate from 
outside his agency or that he should 
continue indefinitely in a generally 
unsatisfactory relationship But, 
just as no doctor can assure benefi- 
cial results unless he has complete 
confidence of his patient, so no 
agency can work effectively unless 
that work can be done in an atmos- 
phere of complete confidence, frank- 
ness and trust. 

Especially if your advertising o1 
merchandising problem is a complex 
one, your agency will require time 
to study your situation and to apply 
its related experience to a solution 


Get agency into the field, 
define objectives, study buyer 


By W. Schuyler Hopper President, 


Schuyler Hopper Co., New York 


® THE BAREST Outline of an ad man- 


ager’s function reads something 
like an essay on agency-client rela- 
tions, and for a good reason: a vital 
part of the ad manager's job is 
agency-client relations 

It follows that any concept of 
good agency-client relations boils 
down to what the best possible ad 
manager would do in line of duty 
Unfortunately, we have never met 
this paragon in person, but we can 
create him here from the best qual- 
ities of dozens of keen, hard-work- 
ing industrial ad managers’ with 
whom we have worked. 


Ed let’s call him Ed 


that his agency people meet fre- 


sees to it 
quently with the sales manager, 
division managers, and the rest of 
the sales crew. He makes sure that 
these sessions are on the right foot- 
ing; not as supplier and buyer, but 
as two well-qualified groups swap- 
ping ideas and experiences in an 
effort to make advertising a more 


This gives 


the agency the opportunity to know 


effective tool of selling 


what goes on, to get the feel of the 


sales problem, to discover what sales 


approaches work and what don’t 


Ed also appreciates that the agen- 
cy should be authorized and paid 
to go out into the field to talk to 
dealers, to buyers, to ultimate users 

and to learn for itself what these 


think; 


what they need and what they want 


people say, and what they 


You see, Ed knows that one of 
the most valuable contributions the 
agency can make grows out of its 
relatively objective viewpoint and 
its ability to see the selling prob- 
lem from the client’s customer's 
viewpoint. But the actual value of 
this agency contribution is limited 
That's 
why Ed works hard to get his own 


by the client’s receptivity 


company management to understand 
the danger of relying solely upon 
its own experience and the sales re- 
ports as the basis for sales and ad- 
vertising policies and procedures 
Incidentally, Ed himself gets out 
in the field and meets customers and 
prospects. He traces sales to find 
out who influenced the purchase 
He realizes that the agency can- 
not do a good job of media selection 
unless they know who specifies and 
buys the client’s products, and how 
this buying pattern varies in differ- 
ent types and sizes of companies in 
So he 
subject 


each of the client's markets 
studies this all-important 
continuously and keeps the agency 
informed as more is learned 

Ed is something of a stickler fo 
insisting that all men around a con- 
ference table understand the ad- 
vertising objectives. He carries this 
so far that he won't authorize the 
agency to do a dollar’s worth of 
creative work until the men in his 
own organization (1) know what 
the agency is about to do, and (2) 
agree that the objective is right 

He is equally stubborn with the 
agency peonle, and refuses to read 
a piece of copy until its specific ob- 
jective is briefly restated and ac- 
knowledged by those present. This 
business about objectives is more 
than a fetish. Ed learned long ago 
that unless the objective is clearly 
stated in terms of what part of the 
load the advertising is to carry, the 
result may be confusion and resent- 
ment. On the other hand, a sharply 
defined objective results in ads that 


and better understood 


/49 


are bette: 











| Adverti sing Manager| 











ee 





‘ass't Manager 





+ 


Media| Ad Analysis | 


[Publication | Market | 
|__Advtee | Resenroh | 





Program [Job 
| Planning | Studies 





‘Competitive | 
> Advertising | 








S 


| 


~ Sales 

Analysis! 
RL, poe ae REE = 
Direct [Dis tributor 
Mail Advt. Program | 


[Literature] 





‘Dealer | 


| National 
| | Program | 


Program | 


———E 
Case History 


Material 


ee | 
j Reply to 
| Prospect 


External 


(Internal! 
| Paper 


Paper | 


———) 








Check Chart. . Dor 


to improve the agency relation 


rn 


By Raymond P. Wiggers Adv 


Abolish 15% .. 
Make retainer agreement. . 
Clarify responsibilities . . 


® THE AGELESS MYTH that nothing 
can be done about the 159% commis- 
sion which is ruining industrial ad- 
vertising has been “destroyed” be- 
fore. But unless those of us who 
oppose the system continue to speak 
up, it appears that nothing will be 
done about it. 

As an advertising manager I am 
interested in building up the repu- 
tation of my profession to a point 
where management will automati- 
cally recognize it as a vital function 
But how 


can we expect management to con- 


in its overall operations. 


sider us as executive timber until 

tan? 
we put order’? 
Our relationship with our agency is 


our own house in 
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a flagrant example of poor business 
practice that doesn’t make sense to 
a top executive. 

Advertisers and their agencies are 
working under a severe handicap. 
The financial basis upon which they 
generally the 
establishment of a sound, workable 
The be- 


tween advertiser and agency either 


operate discourages 


business policy. contract 


does not exist or is a meaningless 
scrap of paper. 

The advertising the 
only executive known who does not 


manager 1S 


directly pay the men he hires to 
for him. The 


agency is a profession in which the 


work advertising 
least talented is paid the same rate 


as the most skilled. There is no 
rhyme nor reason to the partner- 
ship. It just runs along the border- 
line of being “out of control.” 


Let’s the 


forced upon us by the freakish com- 


examine consequences 


mission basis controlling industrial 
advertising: 


You .. and your agency .. may not 
agree with some of the opinions ex- 
pressed in this article, but they will 
certainly make you think. The au- 
thor speaks from many years of ex- 
perience in industrial advertising, 
all on the client side of the fence. 
He is the only man who has twice 
won the annual Putman award for 


outstanding industrial advertising. 


1. Most agencies depend primarily 
for 
condition 


publication commissions 
Such a 
places an unfair burden upon the 
honesty of the account executive . . 
develops an unbalanced attitude be- 
tween publications and other pro- 
motional media. The system re- 
wards the unscrupulous agency ad- 
disfavors the careful 
program the 
most for his client’s advertising dol- 


upon 


their income. 


vertiser and 


planner who _ seeks 
lar. 

2. The market is 
flooded by a lecherous growth of 
publications that milk the advertiser 
of his time, efforts and his limited 
appropriations. The of 
many of today’s publications is pri- 
marily the hard-to-resist 
temptation of increased agency in- 
In fact I am convinced that 
a disappearance of the 15% com- 
mission system would automatically 
and considerably reduce the num- 
ber of publications in a quick “sur- 


advertiser’s 


existence 


due to 


come. 





vival of the fittest’ movement. 

3. Advertising managers are gen- 
erally aware of this situation and 
have developed a suspicious attitude 
toward agency publication recom- 
mendations. Suspicion, founded o1 
unfounded, is a deterrent to close 
agency-client relationships. 

4. New and small business finds 
it almost impossible to obtain the 
type of promotional assistance it re- 
quires when it is passing through its 
embryo stage. Although potentials 
may be considerable one agency 
after another turns down a prospec- 
tive account because its tentative 
publication schedule brings in “too 
little immediate revenue.” 

Considering that 
business is tomorrow’s big business 
the after effect is dangerous. The 
firm’s distrust of advertising agen- 
cies built up in its formative years 


today’s small 


is carried through and magnified as 
the company eventually expands. 
Little wonder that management dis- 
approval is a fixation . . that agency 
recommendations are so frequently 
rejected. 

5. Under the existing system few 
advertisers are receiving full value 
from their agencies. As long as the 
agency’s bread is buttered by a 
third party, allegiance to the adver- 
tiser will be only surface deep ex- 
cept in rare cases. Generally miss- 
ing is the agency’s personal desire 
to achieve outstanding results. In 
its place is a frantic urge to locate 
new accounts which will increase 
the dollar intake via publication 
commissions. 

Despite the fact that the above 
mentioned conditions have long 
been a controversial, solution-defy- 
ing problem there is something that 
Each year new young 
men assume the direction of indus- 


can be done. 
trial advertising programs. New 
agencies are formed with advanced 
and progressive ideas. Fresh pat- 
terns are formed with: the enthusi- 
asm and energy synonymous only 
with youthful ambition. It is among 
these men that hope for a more ma- 
ture and stable profession is nur- 
tured. If they will, they can take 
industrial advertising off the per- 
petual 15° merry-go-round which 
thwarts every attempt to gain great- 
er recognition for advertising from 
industrial managements. 

There is one step our younger 


men must take if the situation is to 
be reversed. They must establish 
the agency-client relationship as a 
down-to-earth business _ practice. 
The advertising manager must as- 
sume his perogative of executive 
and employer. The agency must re- 
spect its position as a “hired” serv- 
ice and establish the same type of 
relationship that normally exists be- 
tween employer and employe. The 
job must be defined, the help must 
be adequate and the pay must be 
determined in relation to the repu- 


tation, experience, talent, applica- 
tion and results achieved. This is 
the American system of free enter- 
prise . . it should be applied to in- 


dustrial advertising! 


Four Ways to Improve . . The 
following procedures are basic to 
establishing advertiser-agency op- 
erations as sound business: 

1. Advertising manager . . hire 
your agency. When selecting a new 
agency (or when building a new 


relationship with your present agen- 
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Skil’s industrial saw expands its market .. so does a sander 


Do-it-yourself field 


beckons industrial producers 


By William H. Ferry 


® AN IMPORTANT marketing decision 
is reaping sales and profits for Skil 
Corp 

That was the decision in 1949 to 
expand the company’s line of indus- 


‘ 


trial hand tools into “semi-indus- 
trial” versions of the product for 
sale to the home owner and the 
home workshop trade. The program 


has increased the company’s over- 


2 /in justrial Marketing 


all sales volume importantly, pro- 
vided more expenditures on plant 
and equipment, lowered production 
costs, leveled seasonal sales fluctua- 
tions and promises to reduce the 
peaks and valleys of our long term 
business cycle. 

This is the story of how the sales 
program was organized, how dis- 
tribution was achieved and how 


merchandising and advertising were 
aligned behind the program. 

The background for the compa- 
ny’s decision was a trend among 
certain types of industrial producers 
toward the home workshop, “do it 
yourself” market . . a trend that 
now appears to be gaining momen- 
tum. Some manufacturers have 
been forced into this new market by 
competition and shifting consumer 
demand. Others have become in- 
terested in the market as popular- 
ized by the several successful home 
improvement magazines and by the 
increasing cost of home mainte- 
nance, minor repair work and re- 
modeling projects. 

Important impetus has been given 
to the trend by the sharply in- 
creased number of home owners. 





More people own their homes than 
ever before. Some 51% of all dwell- 
ing units were occupied by owners 
in 1950, against 44% in 1940. The 
home owner’s attitude toward work 
around the house is completely dif- 
ferent from the apartment dweller’s. 
The home owner “gets a kick” out 
of his own home improvement proj- 
ects and often feels that he can do 
a better maintenance or minor con- 
struction job at home than can some 
of today’s workmen. 


Quick Change... This shift in con- 
sumer habits is resulting in some 
startling changes of market in some 
industries. A variety of industrial 
manufacturers _ is 
changed marketing patterns. 

Paint manufacturers have done an 
outstanding job in shifting with and 
ahead of the “do it yourself” mar- 
ket. They have brought out roller 
applicators for easy amateur paint- 


encountering 


ing. New resin emulsion paints and 
latex emulsion paint need no prim- 
ers or undercoaters and dry evenly 
with one coat for easy home owner 
use. The result is that an increas- 
ing proportion of paint sold in to- 
day’s market is used by amateurs in 
the home. In 1942 the paint indus- 
try estimated that only 10% of its 
production went to the amateur 
painter. Today this percentage is 
up to something like 25% on a 
greatly increased total volume of 
paint sales. 

Wallpaper 
seemed able to do as much to cul- 
tivate the home decorator trade. 
Most wallpaper stores today rent 
wallpaper hanging kits at nominal 
charges but, wallpaper 
hanging still appears to be pretty 
difficult 
But progress is being made. 
to hang wallpapers are appearing, 
and most wallpaper stores rent 
wallpaper hanging kits at nominal 


makers have not 


even So, 


decorators. 
Easier 


to amateur 


charges. 

Another outstanding success in 
home application is floor tile. Com- 
parative newcomer in floor covering, 
manufacturers keyed _ their 
whole advertising, distribution, and 


have 


sales programs to the home user of 
floor tile. Many of these companies 
have prospered far more than the 
industry as a whole. 

In distribution and in retailing the 
“do it yourself’ buyer is forcing 
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Skil strengthens its identity 


How established company 


successfully changed its name 


® TO CHANGE .. or not to change the 
name of a 30-year-old corporation. 

That was the question that faced 
Skil Corp., Chicago manufacturer of 
26 portable power tools in more 
than 160 models. 

Skil Corp. started out as a manu- 
facturer of a single tool . . a power 
saw .. back in 1924. In 1926 the 
company adopted the name Skilsaw, 
Inc., the name by which it was 
known until last October. 

As the business grew and ex- 
panded other tools were 
added to the Skilsaw 
eventually it became evident the 
name “Skilsaw” tended to limit the 
public’s impression of the company 


power 
line until 


to “saw manufacturer.” 


No Limit . . Needed was a name 
that would not limit the impression 
of the company’s activities in any 
way and at the same time would not 
require further broadening so far as 
possible future developments were 
concerned. 

Accordingly, acting on the advice 
of legal and advertising counsels, 
the company asked stockholders to 
vote on a proposed new name 
Skil Corporation 
meeting in Chicago last July 

Following approval of the new 
name by stockholders, Advertising 
Manager Carl McWade and Mac- 
Farland & Aveyard, Skil’s agency, 
two-page, 


at a_ special 


swung into action. A 
two-color ad was prepared and run 
in 27 leading trade publications in- 
cluding Building Supply News, 
Hardware Age, Mill & Factory, Ma- 
chine & Tool Blue Book, School 
Executive & School 
News, Sheet Metal 
Wood Working Digest 
Headlined “Machine Against Mus- 
cle,” the ad told why the company 


Equipment 
Worker and 


saw fit to change its name: with the 
company’s growth “came stronger 
and stronger demand from all in- 
dustry for other kinds of power 
other ways to replace mus- 


Thirty-four of 


tools 
cle with machine.” 
the company’s products were shown. 
Announcement of the name 
change gave the ad a news flavor 
(a boost for readership) and offered 
a logical, newsworthy reason for 
listing the company’s major prod- 
ucts. Pointing out that Skil prod- 
ucts now number more than 160 dif- 
ferent models of portable power 
tools, the ad said, “So it is with 
justifiable pride that we now alter 
a corporate name we have in simpie 
fact outgrown.” 
The advertising 
followed by letters to customers and 


campaign was 
distributors using the company’s 
new letterhead 
reason for the change in name and 


explaining the 


crediting both customers and dis- 
tributors for their “important con- 
tribution” to the company’s success. 

Details of the changeover were 
handled through special bulletins 
to branch managers and salesmen. 
The bulletins covered such subjects 
as letterheads, decals, signs, tele- 
phone listing, calling cards, adver- 
tising literature, rubber stamps, 
window and door signs. 

A very important factor in mak- 
ing a smooth change possible was 
the use of the trade-mark Skil for 
approximately five years before the 
change over, according to James L 
McManus, Skil Corp. secretary. 

The trade-mark Skil was empha- 
sized most strongly in all company 
advertising so that the public itself 
became educated in referring to Skil 
salesmen, Skil products in fact, 
to referring to almost everything the 
company did as a Skil activity 
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lots of changes in thinking. One 
large and successful chain of stores 
built itself up in the automotive 
supply business, catering to the “do 
it yourself” urge among car owners. 
But this is a market that has been 
shrinking because the more com- 
plex construction and_ involved 
mechanisms of the modern car do 
not encourage amateur repair work 
or “tinkering.” 

Now, let us say that we are a 
medium-size company, reasonably 
successful in manufacturing indus- 
trial goods, construction equipment 
or similar merchandise which sells 
We have, 


through some means or other, be- 


in fairly good volume. 


come aware of the new, growing de- 
mand for a consumer version of our 
product. We are interested in profit- 
ing from this market . . but how 


should we proceed? 


Separate Sales Staff? .. Ideally, 
we should set up a “company with- 
in a company”. . either a separate 
division, a subsidiary or in some 
other way divorce the actual manu- 
facturing, engineering, production, 
and sales of our consumer item from 


We should 


study our new market and its needs 


our old line of products. 


through accepted market research 
techniques before we design our 
new consumer product or start to 
build and sell it. We should prob- 
ably use entirely different distribu- 
tion channels and have a completely 
separate field sales force and sales 
management. 

But many companies do not feel 
justified in such a complete separa- 
At the start 
of their ventures into the consumer 


tion of two operations. 


market, they are inclined to do just 
what Skil Corp. did about four 
years ago when we decided to add 
a limited line of home workshop 
tools to our already extensive and 
well accepted line of heavy duty 
portable electric tools used by con- 
struction and industry. Skil Corp. 
decided to enter the “do it yourself” 
field with the same engineering, 
production and sales forces that de- 
sign, produce and sell our heavy 
duty line of tools. There were sev- 
eral justifications for this decision. 

At that time business was rather 
slow and we had excess production 
capacity. Particularly when busi- 
ness is somewhat slack, it is pretty 
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hard to justify setting up a com- 
pletely separate and duplicate or- 
ganization. And, the problem of 
setting up such an organization on 
today’s labor market is not easy. 
Further, our first conception of our 
Home Shop Tool Line was. that 
these tools would be nothing but 
“small editions” of our heavy duty 
Skil tools. 

We felt that the addition of our 
Home Shop line of tools and the 
supplementary market which _ it 
would give us would enable Skil 
Corp. in some degree to spread sales 
and administrative costs over a wid- 
er market and boost sales volume 
Also we were already selling a good 
many hardware wholesalers our 
regular line of tools and such dis- 
tribution could serve as the back- 
bone of the distribution of our new 
line. 

Since that time, business has ad- 
vanced at a steady rate so that some 
of these assumptions have not 
worked out. As an example, we 
have had to add additional produc- 
tion facilities to produce Skil Home 
Shop Tools for our new market. We 
have added to our administrative 
staff as well as to our field sales or- 
ganization because of the new prob- 
lems which the new line has 
brought to us along with additional 
volume and profits. 


We are still committed to operat- 
ing with one organization which 
builds, designs and sells two lines to 
the two markets. This will not nec- 
essarily always be true but results 
have been very satisfactory even 
though we realize that there are 
some elements of compromise in our 
present organization. 

In our venture into the home 
workshop field we have made some 
mistakes and we have learned some 
lessons which may be of value to 
any company that is considering a 
step of this nature. 

Mistakes You Can Make .. One 
caution recommended is that a thor- 
ough study of the market should be 
Don’t 


assume, just because you have done 


made before getting into it. 


a good job for a number of decades 
in selling heavy industrial equip- 
ment, that you can immediately step 
into the successful design, produc- 
tion, and sale of smali appliances. 
Learn all that you can about your 
market 
And, the less you are able 


proposed before you go 
ahead. 
to find out about your proposed new 
field, the more conservative your 
entry into it should be. 

As to product, if you decide to 
operate with one engineering and 
design staff, it is particularly im- 
portant to remember that new and 
fresh engineering approaches are 
desirable for the consumer field. 
Just because a thing has been done 
one way industrially in heavy-duty, 
expensive products does not neces- 
sarily mean that the answer is best 
for the “do it yourself” market. In- 
genuity pays off in the consumer 
field. 

At Skil Corp., product design has 
been reasonably good from the out- 
set on our Home Shop Tool line. 
But we have made mistakes on 
some of our Home Shop Tools 
where the product was made just a 
little bit too good. The motor may 
be too big and powerful, the bear- 
ings too sturdy, the castings too 
heavy and the result may be that 
our product is priced about 10 or 
20% too high for the market. 

Such a price differential would be 
easy to justify in an industrial prod- 
uct but it is impossible for the man- 
ufacturer to reach every prospect in 
his home workshop and to point out 
to him why it would be worth while 











Again in 1952 
Marine Engineering 
Carried the Most 
Advertising... 


Advertising Pages 
Marine Engineering (12 issves) 
The Log (12 issues) 
Maritime Reporter (24 issues)... 
Marine News (12 issues) 
Nautical Gazette (12 issues) 
Marine Progress (ve wee ....... ; 














54% of its 1,250 pages were ex- 
clusive in Marine Engineering. 
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and your product 4'3|. & 


or OUT! 


Swift, momentous changes are taking place right now in the minds 
of thousands of Design Engineers. 


The return to competitive selling is creating a mad scramble to 
adopt the new and the improved. 


Ideas and attitudes are changing so swiftly that products and 


materials are being obsoleted at a terrific rate. 


Where do these changes leave you? On or off new specifications? 


In or out of a volume market? 


Whether these changes are for you or against you depends on how 


much Design Engineers know about your product’s advantages. 


Your sales future in the Original Equipment Market may depend 


on the flow of information to them. 


Design Engineers feed on facts! That’s why you use the pages of 
Machine Design—to supply facts that will create a favorable state 


of mind for your product. 


What the Machine Design audience thinks vitally affects your 


competitive position—now—next year—and the year after. 


Machine Design, A Penton Publication 
Penton Building, Cleveland 13, Ohio 


Wherever products are being engineered... you'll find key men reading 
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to pay a little more for his product 
than for someone else’s which, as 
far as the user is concerned, still 
The re- 


sult of such miscalculation may be 


works just about as well. 


that, although we price our product 
down to the point where our own 
profit is at the vanishing point, we 
still do not get the sales volume that 
we should have. 

One place where industrial design 
ideas must change is in color and 
over-all appearance. Practical, dull 
colors do not offer maximum appeal 
to the home owner trade. Dull 
green and cream colors go very well 
in the large industrial shop but have 
little appeal on the hardware store 
counter or in basement. 

At Skil Corp. we now pack each 
Home Shop Tool in brightly colored 
self display boxes. We use bright 
colored nameplates. Castings are 
“dressed up” with indented logo- 
types with colors rubbed in and we 
are now in process of replacing our 
green and cream industrial color 
combination on such items as saw 
tables, drill stands and other acces- 
sories with brighter and showier 
maroon and yellow. 

Production transition from an in- 
dustrial product to a consumer unit 
At Skil Corp. 
our transition was not too difficult 


causes problems too. 


because we normally have sizable 
production runs of many of our 
heavy duty type tools. Thus no 
sharp revision of production tech- 
niques is necessary for Home Shop 
Also, we are for- 
tunate in that bulk, weight and 
over-all size of even our heavy duty 


Tool assembly. 


industrial type portable tools are 
still fairly small so that the same 
production lines can readily accom- 
modate our industrial and Home 
Shop tools. 

But revised thinking is in order 
in the matter of production schedul- 
ing. Many sales of “do it yourself” 
equipment are made on impulse. 
When a customer wants to build a 
toy bin or modernize his garage, he 
wants to be able to buy the equip- 
ment right then. 

In this market, production sched- 
ules must be tied closely to sales 
promotional campaigns and to sea- 
sonal demand. It is very important 
to keep delivery promises to whole- 
salers. The consumer market is 
much faster moving and more com- 
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petitive than is the industrial mar- 
ket and production must be sched- 
uled to fit this pattern. 


Wholesalers Who Count. . For 
distribution of our Home Shop line 
of tools, Skil Corp. decided to use 
customary wholesale _ distribution 
channels, primarily hardware whole- 
salers. Our appreciation of the job 
that these firms do has increased 
year by year since we entered the 
Hard- 
ware wholesalers are generally sub- 
stantial business people with good 
They sales 
For any industrial producer 


home workshop tool field. 


credit. have active 
forces 
who hopes to reach the home work- 
shop market, we would most cer- 
tainly recommend the use of the 
hardware wholesaler. 

But we have had to learn many 
new things about the wholesale 
trade, even though we had been 
dealing with them in a limited fash- 
ion for years. 

Wholesale organizations are big 
and, sometimes, slow moving as 
compared with smaller, specialized 
retail outlets. Thus they must be 
given all the advance notice of new 
products possible. They must be 
given help in preparing information 
to go into their own catalog and to 
their dealers. It takes longer to get 
your product cataloged to the hard- 
ware wholesale trade and to get 


sales under way. It is not as easy 


to revise prices, specifications and 


other details, as may be true with 
smaller distributors who deal direct 
with the manufacturer. 

Hardware wholesalers are promo- 
tion minded. They like good “pack- 
age deals.” They are interested in 
They expect special 
merchandise. 


good displays. 
datings on seasonal 
Most of these problems were known 
to us to some degree but we did 
not realize how urgent the use of 
such techniques is to the whole- 
saler until we got into that market 
with our Home Tool line and had 
to compete for time, catalog space 
and sales effort of the wholesaler 
not only against other portable tool 
makers but also with the thousands 
of manufacturers of other items 
sold by hardware stores. 

A fixed and fair distribution pol- 
icy is extremely important to the 
hardware trade and must be lived 
up to if these firms are to respect 


the manufacturer and really get 
behind the sale of the line. One of 
the problems facing the manufac- 
turer of a new line for hardware 
distribution is the so called “cooper- 
ative’ hardware wholesaler. In 
some areas they are big, powerful 
and growing. They can give the 
manufacturer a lot of business but 
cannot always be sold effectively 
alongside the old line, independent 
wholesaler. In such cases the man- 
ufacturer may have to choose one 
or the other. 

Chain stores are another problem. 
They offer quick volume and good 
coverage in many lines. At Skil 
Corp. our decision has been to stay 
away from the chain outlets other 
than those who will buy from our 
regular wholesales. These policy 
decisions are mentioned only to em- 
phasize the new problem that the 
industrial goods producer will en- 
counter when he attempts wide- 
spread consumer coverage. 

Packaging is another important 
consideration to the consumer trade. 
Each Skil Home Shop Tool is now 
packed in attractive and colorful 
self display cartons for the dealer 
to use in windows, on counters. 


New Set of Problems .. But our 
years of experience in selling the 
industrial market had not prepared 
us to recognize some problems of 
the large wholesaler who has car- 
loads of merchandise entering his 
receiving department every day. 
Accordingly, we followed our usual 
practice with our first Home Shop 
Tools of packing individual small 
tool cartons and other merchandise 
as best suited our own convenience. 
That is, if a wholesaler ordered 24 
of an item and it was convenient to 
pack 18 in one carton and six in 
another, together with other mis- 
cellaneous merchandise, that is what 
we did. 

We found out quickly that this 
does not work with the large hard- 
ware wholesaler. Now, individual 
tool cartons are packed in stand- 
ardized, labelled “master shippers” 
for efficient handling at the whole- 
saler’s receiving docks and in his 
like a 
small detail to an industrial manu- 


warehouse. This seemed 


facturer such as ourselves, but such 


problems must be solved satisfac- 





Lets look at the RECORD! 


Close of Close of 
1942 10-Year Record of the Paid Circulations 1952 
of the Leading Magazine in the Textile 





Field and its Contemporaries 25,382 


ort? 


pare 


PAPER ( 


PAPER: O 


AID SUBSCRIPTIONS are a barometer of reader interest. The record above 
(based on December Audit Bureau of Circulation Statements) shows the 
clear superiority of TEXTILE WORLD among textile magazines in attract- 
ing the largest and most rapidly increasing audience. To all firms marketing 
products or services to textile mills, this record is useful evidence of the supe 
riority of TEXTILE WORLD as an advertising medium. 

TEXTILE WORLD also has the largest group of quality subscribers in its 
field, the men in the mills whose influence will help you most in selling youn 
products. 

TEXTILE WORLD also carries the largest volume of advertising, demon- 
strating that firms already seasoned in cultivating the field flock to the col- 
umns of this publication. 

TEXTILE WORLD also has the lowest cost per thousand among paid cit 
culation publications in its field! 

Write or wire and we will be giad to have the TW district manager in your 
territory call on you to give full details on the above and on other feature: 
that make this magazine the outstanding medium for contacting buyers in the 
textile industry. 


FIRST in circulation © fips in readership © First in buying-power penetration © F\RST in advertising volume 


TEXTILE WORLD - 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


AS USEFUL AS ANY MACHINE IN 





To get into the 


VICE PRESIDENT 
in charge of OPERATIONS 


CHIEF ENGINEER . ™* _ PRODUCTION CONTROL 
SUPERINTENDENT 
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FACTORY SUPERINTENDENT 
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WHATEVER your product, if it’s used in the 
plant in the manufacturing industries, the 
PLANT OPERATING Group is a major buying 
influence for you to reach, Because the men 
of this Group — in charge of production and 
maintenance operation of America’s indus- 
trial plants —are constantly searching for 
new ways, better ways, of reducing cost, 


boosting output, improving operations. 


WHENEVER you want to reach the PLANT 
OPERATING Group, FACTORY is by far 
your best buy. More of these men pay to 
read FACTORY than any other industrial 
magazine. And FACTORY, alone, concen- 
trates all of its editorial and circulation 


efforts on serving this group. 


That’s why advertisers invested more of 
their dollars advertising in FACTORY than 


in any other monthly industrial magazine. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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torily to the hardware wholesaler 
if ours is to be a good line for him 
to sell in volume. 

In advertising, new approaches 
are needed for the Home Shop Tool 
market. Industrial type copy may 
be too factual, emphasizing features, 
with the appeal generally too cold. 
At Skil Corp. we have successfully 
used a coupon technique in order 
to pull inquiries to refer to our 
We push 


the “do it yourself’ theme because 


wholesalers and dealers. 


such studies as we have made in- 
dicate that our particular market is 
primarily the time and money sav- 
ing market in the home, rather than 
the hobbyist or craftsman audience. 
We tell how a Skil Home Shop Saw 
can be used to remodel a kitchen or 
build a picnic bench by means of 
our own plans so that our adver- 
tising is practical and stresses mon- 
ey saving rather than _ elaborate 
home projects. 
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Advertising to the consumer is 
“programmed” much more specifi- 
cally than is true of our industrial 
Such 
“merchandised” to the wholeseler 
and to the dealer. Tie-in window 
displays and banners as well as 


advertising. advertising is 


store displays and other similar 
sales aids are fitted into the whole 


picture. 


The Benefits . . What advantages 
accrue to the industrial manufactur- 
er when he enters the consumer 
“do it yourself” market? At Skil 
Corp. our line of Home Shop tools 
has contributed very materially to 
our over-all sales volume since we 
first entered this market about four 
years ago. This increased sales vol- 
ume has enabled us to add to our 
field sales force, to add more branch 
sales and service offices and to pro- 
these 


vide better facilities for 


branches. 


We have been able to do more 
advertising on a national scale than 
would have been possible with our 
industrial and construction line of 
Skil Tools alone. All of these in- 
creased activities are reflected in 
greater acceptance for the com- 
pany’s entire line of tools together 
with improved distribution and 
more sales activity on our entire 
product line. 

Increased volume has demanded 
increased expenditures in capital in- 
vestment, machine tools, plant and 
warehouse facilities. Such improve- 
ments reflect in improved produc- 
tion techniques and lower cost of 
production on our industrial line of 
Skil Tools as well as on our Home 
Shop tools. 

Other advantages have been that 
our seasonal sales curve has been 
smoothed out as our Home Shop line 
of tools sell in largest volume in the 
last quarter of the year to take up 
some slack in production and sales 
when industrial and construction 
Skil tool sales have a tendency to 
slow down. 

Although we have not been in the 
Home Shop market through a com- 
plete industrial cycle it does seem 
probable that our Home Shop line 
of tools will tend to smooth out sales 
variation from year to year as, with 
the addition of the consumer line 
we have a much wider market to 
sell our products to than was for- 
merly true. In the event of a de- 
cline in industrial and construction 
activity it is logical to think that 
more work will be done around the 
home because of the greater leisure 
time which will be available. In 
such a period less money would be 
available to the ordinary home own- 
er for professional services but the 
desire for better living and im- 
proved homes would undoubtedly 
remain strong. 

As Paul Watts, sales vice-presi- 
dent of Skil Corp. has observed, “we 
are satisfied but not contented” with 
our entry into the “do it yourself” 
field. And we would suggest that 
everyone who has the opportunity 
should recommend to his firm or 
client that they examine this mar- 
ket. Study it well first as you will 
have added problems not visualized 
by the average industrial manufac- 
turer, but you will have an excel- 
lent potential market to work on. 
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REASONS WHY ROCK PRODUCTS 


IS THE FASTEST-GROWING ADVERTISING 
MEDIUM IN THE BIG, BUSY, NON-METALLIC 


MINERALS INDUSTRIES. ..... 


Recognized Editorial Leadership 
Clear-cut Circulation Policy 
Ave. Paid Circulation 16,678* 


Renewal Percentage 84.45% 


Plant Coverage** 


Buying Power Coverage 


Audience of Greatest Influence 


THE ATTRACTIVE Sold on Proven Service to 
ROCK PRODUCTS MARKET *°"“°rs 


Advertising Results 


ROCK PRODUCTS covers a *Quoted from December 31, 1952 ABC 
, . Publisher’s Statement. 

group of related industries pro- **Quoted from Plant Count of ROCK PROD- 

UCTS Subscription List. Plant Count avail- 

able on request, showing detailed break- 


the value of about $3-Billicns in down. 


1953. Active and growing mar- 


ducing non-metallic minerals to 


ket. Industries include cement, 
crushed stone, sand and gravel, 
lime, agricultural limestone, gyp- 
sum, miscellaneous non-metallic 
minerals, ready-mixed concrete, 


concrete products, etc. 


Built on Service to Readers 
ABC, the only all-ABC publication in 


the non-metallic minerals industries. 


Sold only on merit. No premiums or 
special incentives, 


8,704 plants covered by PAID circula- 
tion in industries producing cement, 
crushed stone, sard and gravel, lime, 
aqricultural limestone, gypsum, miscel- 
laneous non-metallic minerals, ready- 
mixed concrete, concrete products, etc. 
(This does not include plant coverage 
of affiliated publication CONCRETE 
PRODUCTS). 


With paid circulation covers over 95%, 
of total buying power in industries pro- 
ducing cement, crushed stone, sand and 
gravel, lime, agricultural limestone, gyp- 
sum, miscellaneous non-metallic minerals. 
(This does not include buying power 
coverage of affiliated publication CON- 
CRETE PRODUCTS). 


With paid circulation covers the largest 
audience of production men_ having 
buying influence. Analysis of paid 
coverage by job-titles available on re 
quest. 


Advertising in ROCK PRODUCTS is 
sold on performance of the publication, 
with every claim supported by evidence. 


ROCK PRODUCTS is the non-metallic 
minerals publication most widely read, 
most often quoted, most influential and 
resultful advertising medium in the field 





Cat out on doned 
line, paste each 
piece on @ separate 
piece of cardboard 
center properly and 
insert pivot 
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A give-away calculator can 


help your customer .. anywhere 


By Vern W. Palen 


® PERHAPS you've exhausted most 
of the methods of sales promotion 
and would give your eye teeth for 
Here it is. De- 


It's been done be- 


something different 
sign a calculator 
fore, but it can be most effective 
Announce it as a free handout 
then watch the names roll in 

What is a calculator? It is one 
of those thing-a-ma-jigs you may 
have seen that works like a slide 
rule and may either be rectangula 
There 


are hundreds of these calculators in 


or circular, as you prefer 


circulation today for all types of 
problems but, there is plenty of 


room for more 


The main objective is to design 
your calculator so it ties in with 
some phase of your business. If you 
sell wire rope, give out with a de- 
vice that helps your customer select 
the proper size for a given purpose 
If you sell to the electrical field, a 
converts 


kilowatts 


calculator that amperes 


and volts into make 
sense. 

Not long ago a friend in the pape 
business asked for a calculator de 
signed to convert standard pape) 
weights in pounds and square inches 
to kilograms and millimeters to aid 


in exporting of U.S. stock to foreign 


markets. The job was fairly easy 

in fact, almost anything that can 
be tabulated can be translated into 
a calculator 

Recently, we needed a calculato1 
The task 
was tough but the final result well 
repaid the 200-odd hours that were 


in X-ray analysis work 


expended in sweat and toil. Most 
of the effort goes to plotting and re- 
plotting each of the first attempts 
invariably uncovers new and better 
ways of accomplishing the final ob- 
jective. Sometimes scale lengths are 
found just a bit too short or too 
long .. so the designer takes a long 
breath and starts the whole thing 
over. 

Perhaps the most interesting type 
of calculator is one that expresses a 
mathematical relationship. Using 
logarithmic scales, the device will 
multiply and divide .. with uniform 
scales, it will add and subtract. It 
is even possible to combine the ad- 
dition of uniform increments to an- 
other series of increments which are 
non-uniform 

For instance, one calculator was 
developed to give proper trans- 
former size for different numbers of 
lighting and electric range custom- 
ers. The lighting customers were 
tallied at 300 watts apiece, while the 
range customers added load accord- 
ing to a decreasing scale for ex- 
ample, one range added 3,600 watts 
but 10 ranges added only 10,000 


watts 


It Cost No More .. If there is no 
data in your business that lends it- 
self to a new and different calcula- 
tor design, you can try a novelty 
For example, almost any custome! 
would appreciate getting a near- 
everlasting desk calendar that will 
quickly give the set-up of dates for 
any month in any of the years from 
1753 to 2000 


people would appreciate a calculato 


Then, again, many 


that converts any given time in a 
given zone to equivalent time in 
other parts of the world. 

At any rate, the calculator is a 
device well worth considering in 
your promotion schedules for the 
future. Cost is no higher than any 
good piece of literature and because 
it is different from your usual ad- 
vertising broadsides, it will give 
your sales program a new and pow- 


erful boost 





If it has metai in it, 


it’s made in a Metalworking plant 


biggest industrial market in the world 


If you sell to Metalworking 


your advertising belongs in 


STEEL @ Penton Building @ Cleveland 13, Ohio a A PENTON PUBLICATION 





MacRaes 

we Hany | 

America’s Greatest 
Buying Guide 








“Where Orders Originate”’ 
—a booklet. Write for 
your copy TODAY! 








Use MacRae's Blue Book 
— the Industrial Encyclo- 
pedia of Product Informa- 
tion—as the base of your 
industrial advertising and 


promotion program. 


moment of 


BUYING 


During the past 60 years close to 1,000,000 copies of 
MacRae’s Blue Book have been used by leading buyers 
and specifiers in American industry-—at the point of 
purchase and at the moment of buying need 

Many comparative checks of keyed advertisements have 


proved in quality of inquiries, and resuitant business in 


dollar volume per inquiry that MacRae’s maintains a 


position of superiority and trust which ts unique in the 


entire field of industrial advertising 


For advertising rates, 


consult your agency or write 





how Anmeos 
new! campaign 


HELPS YOU SELL 


Its smart to have the answers! 


iRuCO 
STEEL CORPORATION 


ARMCO 
STEEL 
CORPORATION 


Tell and sell. . | 


reta na 


Live and 


28. 


, ARMCO STEEL CORPORATION 


It's smart 


to know your way around 


mM 


BRMCO 





Armco Steel increases sales 


by selling salesmen 


@® DEALER ADVERTISING is paying off 
in product knowledge and increased 
sales by dealers for Armco Steel 
Corp., Middletown, O 

Paying off so much, in fact, that 
the series of eight ads that ran in 
Electrical Merchandising now have 
been issued in folder form for wide 
distribution. 

The 


series is simple. 


behind the eight-ad 


It is to help deal- 


idea 


ers sell Armco products by giving 
them about different 
kinds of Armco steei designed for 


information 


special jobs 

In a foreword addressed to Armco 
the folder 
that time 
when steel was simply steel 


dealers, newly -issued 


points out “there was a 
but 
that’s no more.” In the past 50 years, 
the foreword says, Armco has de- 
veloped many new and better kinds 
of steel, each to do special jobs 
“And why? Simply because Mrs 
Housewife has demanded appliances 
and housewares with greater style 
appeal, efficiency and longer service 


life. Unfortunately, the busy retail 


had 
the opportunity to ‘study up’ on all 
the different kinds of steel. While 
he doesn't know all the 


technical details of steelmaking he 


or distributor salesman hasn't 


need to 


should know why Armco special- 
purpose steels improve the product 
he sells. These facts are sales points 
important to his personal earn- 
ings.” 
Prepared by J. Robinson, artist 
and M both 


of Armco’'s advertising department, 


B. Gebauer, writer, 
under the supervision of H. V. Mer- 
cer, advertising manager, the folder 
includes eight panels of Armco ads 

The the 


answer type, and illustrations in sil- 


ads are question-and- 


houette are humorously and closely 
tied in with the copy 
All eight ads are built in a sim- 


ilar fashion and the eight put 


together in the folder headed, “You 
Have to Tell to Sell” now 
effective 


makes an 


mailing piece 





does your marketing 
plan call for 
moving your product toward the buyer 


by means of: 





publication 
advertising ? 











direct 
mail? 





sales calls? 


of course it does! 





but does your marketing 
plan also call for 


moving the buyer toward your product 


by anchoring adequate product 


information at his elbow, 
so that he can figure out, fast, 


that your salesman is the man to call? 


if you look at marketing as a two-way street, you will recognize that all the 
while you are trying to find hot prospects... these prospects are trying 
just as hard to find products like yours. It follows that when you use the 
powerful combination of good selling promotion and good buying aids, 
you speed the process of bringing “ready” prospects and your salesmen 
together. Today, 1,480 manufacturers use Sweet's services in this connection 


The Sweet's man in your area may be able to give you some useful ideas. 


‘“‘The easier you make it for people to buy your products, the easier they are +o seifi/.’’ 


S a t al oO } 4 S e r Vv i Cc e Division of F. W. Dodge Corporation 


Designers, producers and distributors of manufacturers’ catalogs for the industrial and construction markets. 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincionati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Lowis San Francisco 
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Write for current Market Data Book on selling this gigantic Oil 
Producing-Pipe Line Market. Address Sales Promotion Dept., P. O. Box 
2608, Houston 1, Tex. 


She Nod i Largest MANDUSIRY <Scblishers 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 


FIRST 
in oll 
Cay 4 
circulation 


FOR 1953, World Oil editors 
estimate new pipe line con- 
struction will exceed 13,000 
miles — at an average cost of 
$25,000 per mile! 


Oil and gas pip@lines are expanding 
steadily, Their more than 450,000 
miles now far exceed railroad mileage 
Yes, pipe lines are a vital part of the 
Petroleum Industry, as well as an 
essential “common carrier” in ow 
economy 


World Oil always has eiven first rate 
pipe line editorial coverage. Years ago, 
this magazine was first to introduce a 
monthly box score of pipe line con 
struction. And World Oil was first to 
print a regular map series, chartine 
principal pipe line systems 


« 

TFxncthes first: Today World Oil 
carries more pages of pipe line enegi- 
necring-operating editorial content per 
issue than any other publication! This 
job help material is geared specifically 
to industry needs—-as more and more 
engineering and management knowl 
edge is utilized in the sprawling, 
nationwide pipe line network 


World Oil's superior editorial con 
tent is specialized for the Oil Produc 
ing-Pipe Line Industry. Top coverage 
by field-trained writers helps World 
Oil maintain its first position amone 
thousands of men with buying 
authority 


lo reach pipe line men, or any othe: 
segment of the Oil Producing-Pipe 
Line Industry, make World Oil your 
first advertising buy 


advertising 
value 


editorial 





¢ A magazine serving an industry properly does more than 
send out its magazine each month. 

In addition to its obligation to furnish to its subscribers a 
continuously improved editorial content, a magazine has a 
further duty to the industry it serves. It is obligated to help the 
industry grow by furnishing accurate and complete sales re- 
search, marketing statistics and industrial surveys. 

Through a continuing program of such service for 38 years, 
THE WELDING ENGINEER has helped the welding industry 
grow to a half-billion dollar a year market. 

Facts and figures are essential for welding men to make 
plans. Market research, welding industry statistics, consumer 
studies and end use surveys, up-to-date and reliable, are re- 
quired to plan today for tomorrow's markets. 

The welding industry, year after year, turns to THE 
WELDING ENGINEER, its best read magazine, as the first 
source of this information. 


FOR THE PRODUCT AND STATISTICAL REVIEW NUMBER 
Close ay fet. .. SEND YOUR ORDER NOW 


¢ Here is the one reliable source, the only welding magazine 
to maintain a regular and continuing study of markets for 
welding products and statistical information. 





COMING!!! 
The Important Product and Statistical Review Number 


There is only one place where 
industry figures and product 
listings are brought up to date 
every year—The Mid-June issue 
of THE WELDING ENGINEER. 
Our readers, who are your cus- 
tomers, want to know ail about 
the year's progress in their in- 
dustry. THE WELDING ENGI- 
NEER is the only source of this 
information. 


In the Mid-June issue, market 
statistics are presented in easy 
to read, quickly understood 
graphs, charts and tables. 


The Mid-June issue is the 
only year ‘round reference is- 
sue for market statistics and 


{ 


product information. Make sure 
our readers—your customers— 
know about you and your prod- 
uct by placing your ad next to 
your product listing. If your 
product is bought and used by 
welding people, it pays you to 
advertise in the Mid-June issue, 
where buyers first look for 
sources of supply. 


Remember the Mid-June issue 
of THE WELDING ENGINEER 
has year ‘round reference 
value. That is 
why it is such 
a high adver, 
tising value. 


HEADQUARTERS 
FOR WELDING 


INFORMATION .. . 
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330 WEST 42nd STREET 
Hew York 36,1. Y. 











nthe A jates 


‘undel, Torkel Ady. rtising 


sufman A fyertis tye > @V he. 





among business magazines with 


High Editorial Quality 
deserves finest binding 
for Readers and Advertisers 


Months of experimenting in co-operation with the makers 
of Smyth Book Sewing Machines, leaders in their field, has 
produced a publication equal in quality to any hard-bound 
hook. 

Sewing over 40,000 copies of MACHINE and TOO! 
BLUE BOOK each month is no small task. It is expensive 
for us — but worth it. It proves the value of paying close 
attention to details. It is not enough to constantly improve 
editorial content. It is equally important to seek new ways 
to step-up physical appearance — modern, readable type 
simple, logical layout treatment — quality paper and print 
ing — and, finally our latest achievement — SEWED BIND 
ING which is synonymous with durability and permanency 

. another plus for BLUE BOOK advertisers. 

These are the things that make MACHINE and TOOL 
BLUE BOOK more valuable to our readers, and in turn 
more valuable to our advertisers. Write for a copy — you'll 
like the “feel” of sewed binding. In fact. you'll like the en- 
tire book from cover to cover 


«cand Too! 


A wiTcHcock puBLicaTion 


Tubing 
son formed Seamer? 
Comores’! 


te 4 
Cuts Me 


chenung Cont 


eyects 
ing Plont Welds ” 


merelwor™ 
ne saves fleet ‘ 


a5 
Wosh CONTENTS on PAG 


? 
5 Business 


Every month over 40,000 copies are sewed like a 
$4 book on Smyth Sewing Equipment 


Here ts a battery of Smyth sewing machines, sewing over 40,000 copies of 
the current issue. It is necessary for each Operator to find the center of each 
section and place it astride the saddle. The section is then carried into the 
sewing machine where & needles sew through its center. The continuous 
thread of each needle makes for the attachment of one section to the other 
until all 14 sections of each BLUE BOOK are firmly attached, one to the 
other. Over a half-million sections per issue are handled through the Smyth 
sewing machines. The thread sewing done on these machines is the same 
as is used for hard-bound books. It insures complete opening to the back 
of the book with no breaking or loosening of individual Jeaves or sections 


PUBLISHED EVERY MONTH FOR 47 YEARS 











74 / i justrial Marketing 











Rea, Fuller & ¢ 


Reach 


Reincke 


nemsen 


Richards 
Ried] & 


Rippey 


yharles De 


Meyer & Finn 


Advertising 


Fletcher 


Freede 


Arthur G 
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Walke:. Harold ¢ Advertising 774 


Walker, R. M 
Walsh Advertisi 
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Walther-Boland Associate: 402 


Ward, Taylor 


M., Inc 349 


Watts, Payne-Advertising 1,150 


Webber Advertising Agency 356 


Weiler 


tAr 
WV ¢ 


308 
222 
268 
255 


430 
430 


466 
46 
95 
87 
73 

388 

439 

180 


Grand Total 


587 
793 
25 
24 


207 


272 


896 


48 


48 


20 


91 
43 
580 


470,022 


Grand Total minus }952 figures for agencies 


not including 


1951 figures 464,290 


64! 
2,036 

21% 

894 


1,09 


230 
4,138 
440 
44 
4,021 
399 
287 
1,018 
180 


534 


421,499 


421,449 









HAS SUCH A COMPREHENSIVE SALES PORT- 
FOLIO BEEN CREATED FOR DOMESTIC ENGI- 
NEERING CONTRACTOR-DEALERS TO HELP 
THEM PLAN AND EXECUTE YEAR ’ROUND 
SALES CAMPAIGNS — TO HELP THEM SELL 
YOUR PLUMBING, HEATING, AIR CONDI- 
TIONING, AND APPLIANCE PRODUCTS TO 
HOMES, FARMS, COMMERCIAL, INDUSTRIAL 
AND INSTITUTIONAL STRUCTURES. 
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and now VOLUME 2 of 





: - ms \ 
Domestic Engineering $ 


Y CUT 


The oction-pocked sequel to 
the most NEED-REVEALING 
study ever made of the multi- 









billion dollar 


MODERNIZATION 
Market | 


can sell your products to 
emodeling jobs the country 







Read how you 
thousands of r 


over. 












Volume One of Domestic Engineering's Bay City Story 
has aroused contractor-dealer interest in the multi- 
billion dollar remodeling market to the highest point 
in industry history. 


Now, manufacturers, wholesalers, and  contractor- 
dealers know that modernization is a market for to- 
day, tomorrow, and every day in the future .. . 












a market willing, waiting, and able to buy new 
kitchens, new bathrooms, new laundries, new heating 
systems, air conditioning, and all related specialties 
and accessories .. . 






- a market not subject to fluctuation nor complicated 
by new construction competitive factors . 






a market of year around activity and of big, de- 
pendable profits. 






Volume Two of Domestic Engineering’s Bay City 
Story the most comprehensive sales portfolio ever 
created for domestic engineering contractor-dealers - 

is now in the process of distribution. This portfolio is 
your key to the remodeling market, your means for a 
new kind of wholesaler and dealer cooperation that 
will put your products in the forefront of sales cam- 
paigns everywhere, aimed directly at the moderniza- 
tion market. 











The Domestic Engineering Modernization Sales Kit 
contains everything the contractor-dealer needs 

newspaper ads, radio commercials, direct mail pieces, 
display material, news releases, plans and layouts, 
modernization case studies, a concise report on finance 
plans, time-tables, and a procedure manual to move 
quickly and effectively into big remodeling activity. 
The kit is being released in quarterly sections to keep 
dealer promotion at a high level the year around and 
to time sales activity to seasonal interests and demands. 













Che kit for the first 3 months is now ready for dis- 
tribution. Get the facts about it and about Domestic 
Engineering's plan for manufacturer cooperation to- 
day! 







52.4% OF WARM AIR HEATING PLANTS ARE GRAVITY 
14.2% WILL BUY NEW WATER HEATING 
97.7% HAVE NO WASTE FOOD DISPOSER 


21.8% WILL REMODEL BATHROOMS 
‘90% OF REFRIGERATORS ARE OVER 10 YEARS OLD 


30.9% HAVE HAND-FIRED HEATING PLANTS 


‘45.7% OF HOT WATER SYSTEMS ARE GRAVITY FLOW 


41.5% HAVE RANGES OVER 10 YEARS OLD 
31.9% WILL BUY LAUNDRY EQUIPMENT 


98.2% HAVE NO DISHWASHER 
21.5% WILL REMODEL KITCHENS 


76.9% HAVE NO AUTOMATIC WASHERS 


67% HAVE NO SHOWER FACILITIES 

21% WILL REMODEL HEATING 

30.6% WILL SPEND $500 AND UP IN REMODELING 
91.1% HAVE NO HOME FREEZER 


17.3% HAVE LEAKY FAUCETS 


If you sell Plumbing, Heating,Air Conditioning or Appliances... 


~ THIS is your MODERNIZATION MARKET! 


Until Domestic Engineering completed 
its history-making Bay City Survey, 
manufacturers, wholesalers, and con- 
tractor-dealers knew only that the re- 
modeling potential was gigantic, but 
they did not know just how big it is, 
nor did they know how to measure it 
in terms of individual communities. 
Specific needs in bathroom, kitchen, 
laundry, heating system, and air con- 
ditioning products were a matter of 
conjecture. Property owner interest in 
remodeling was wholly unexplored as 
were buying intentions and ability to 
buy. 

The Bay City Survey* changed all that. 
It not only measured the market for 
size, it also established the yardstick 
with which contractor-dealers every- 
where could estimate their own com- 
munity potential in specific product 
and unit needs. It showed the degree 
of property owner interest in remodel- 
ing to be at an unsuspected high level; 
and it established ability-to-buy factors 
that make it easy for contractor-dealers 
to gauge the degree of selling and pro- 
motional effort necessary to convert 
potential into sales. 

Charted above are some of the Bay 
City findings that can be projected for 
almost every community in the U. S. 
If you sell plumbing, heating, air con- 


Gitioning or appliances, this is your 
modernization market. It’s not the 
complete picture, of course, but Vol- 
ume One of the Bay City Story which 
gives the complete picture, is available 
to you to study with your products in 
mind. 

Domestic engineering contractor-deal- 
ers the country over have the Bay City 
facts and are right now making plans 
to go after modernization business as 


never before. Volume Two of the Bay 
City Story the Domestic Engineer- 
ing Modernization Sales Kit makes 
it easy for them, avd you, to get this 
business 

and here’s how to put your prod- 
ucts into the selling hands of alert 
contractor-dealers who are launching 
sales campaigns that will show prop- 
erty owners how “It Pays Five Ways to 
Modernize”: 


THE DOMESTIC ENGINEERING PLAN FOR KNOWING AND SELLING THE 
GIGANTIC AMERICAN MODERNIZATION MARKET IS READY TO GO TO 
WORK FOR YOU ... HERE’S HOW TO USE IT... 


Knowing a market is, of course, the first 
plan to sell that 
Story gave 


essential in making a 
market. The basic Bay City 


their 
supplying 
rooms, 


you the facts on the Modernization Market 
and the Modernization Kit provides manu 
facturers, wholesalers and contractor 
dealers with the means for working to 
gether to do an organized job of selling 
plumbing, heating air conditioning and 
appliances for remodeling in all types of 
structures. 

Manufacturers and their advertising 
agencies can use the market data to visua- 
lize the possibilities of specific products 
and to better key their sales and advertis 
ing efforts to wholesaler and contractor 
dealer action. Manufacturers and agencies 
can use the Modernization Kit to develop 


and sales approaches, 
specific illustrations of bath 
kitchens, laundries, heating and 
air conditioning equipment and all related 
products to wholesalers and contractor 


advertising 


dealers. 

Thus the entire industry 
wholesalers and 
collaborates on the one common objective 
of continuously selling the modernization 
market on a year around schedule and with 
uniformity of purpose and = macerials 
Get the facts on this plan now! Put your 
products into thousands of modernization 
jobs through — the engineering 
contractor-dealers concentrating 
on this always-active, always-profitable 
market 


manufacturers, 
contractor-dealers 


domestic 
who are 





omestic 
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Which ad 
attracted 


more readers? 





Label vs. Teaser 


® THESE TWO Abs by Cities Service 
Oil Co., New York, used different 
headline and copy approaches for 
the company’s Heat Prover service 
involving the unit pictured, Each 
ad ran in a recent issue of Power. 
One ad “labeled” the product in 
the headline . . the two words, “Heat 
Prover,”’ dominate the ad. In the 
other ad, the headline is a question 
that gives no clue to product or ap- 
plication but simply aims at rousing 
interest with the help of the illus- 
tration. Which technique attracted 
more readers? See page 150 


78 / industrial Marketing 


fe piulliece eeu 


WHEREVER & FURNACE OPERATION (5 HYVOLVED fir 
quisane guodus ; 
D tepid cominvors somphns 
a Semeieneous reeding ~! or ger ond combustibles 
© owes: moaserement of axygen aad combustitiies 
toy porrersiiry 
(5) Me meimtenance ne re coltbrenor 
ERE ee 


What’ the 


oe 
QUALITY PETROLEUM PRODUCTS 





rophet 


You might think he straddles the fence 

so he can take praise for victory .. 

and avoid blame for defeat. 

But actually, he’s a sure-footed operator 
who never counts a contract until it’s signed 


One thing he knows is that big sales often get squashed 
for lack of one key man’s OK. 


In the booming power field... where electric, 
steam and fluid power is generated, 
transmitted and put to work...that one big OK 
is likely to come from a reader of POWER. 


For POWER'’s audience 

of 45,000 paid subscriber-readers 

is by far the largest, most intent and responsive 
\ group of equipment buyers available to you. 

\ 


le 


. » 


re 
© 


a 
Chief engineer 
in a big refinery. 
Hos read Power 
for years. 
About to install 
several big motors. 


1F YOU WANT TO MOVE A PRODUCT, 


A McGRAW-HILL PUBLICATION 








‘Many industrial advertising men are sissies’ 


help build a distributor force 


By Bert Enos 


® USING consumer techniques with 
large doses of glamor, Littelfuse, 
Inc., Des Plaines, Ill., has increased 
industrial distributor outlets from 
200 to 1,500 and has boosted dollar 
volume 300°. since the war 
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Actually, it was the happy mar- 
riage of a progressive-minded sales 
manager and an agency with uncon- 
ventional ideas about industrial ad- 
vertising that brought results for 
Littelfuse. The company, through 
its sales manager, Jack Hughes, and 
its agency, Burton Browne, cooper- 
ated in a merchandising and adver- 





LITTELFUSE 








attention of hardboiled 
imprinted, give-away fuse } 


fuse are “both watertich 


tising program that has attracted 
notice in the electronics industry. 
An old name in the industry, Lit- 
telfuse manufactures fuses for elec- 
tronic, automotive and light elec- 
Along with the 
entire electronics industry, the com- 


trical applications. 


pany increased production tremen- 
dously during the war. At war’s end. 
however, Littelfuse found itself with 
high productive capacity and with- 
out sufficient distributor outlets. 

Consultation between the compa- 
ny and the agency reduced the 
problem to the fundamental one of 
getting distributors to stock not just 
any fuse . . but Littelfuse. 

A major hurdle in the develop- 








... the magazine that reaches ONLY that GIANT 






this is 
With the first issue, vour MAN— 
consulting engineer : 


earned immediate, enthusiastic 
approval from the ““Men Who 
Tell the Giants!” Witness these 
letters (samples of hundreds 
received): 




















EBASCO) SERVICES 





He works in one of America’s enormously influential Consulting 

















ea oe engineering firms—or in the Central Engineering Headquarters 

saa of a big. multiple-plant corporation—or as Chief Engineer of a 

sd nave Jgltt™ eat the Furst some of Conmulting Loginees top-rank utility. This morning he may advise an industrial chent. 

° me wa the t Nuclear Energy Balke a i : i 7 j : 

maaan 3 Bxgeeearaaee as doctor-to-patient. This afternoon he may be planning ... spect 

- pieagl MM MeEAtine certainly seme — fying © 2. butlding—one of Industry's mightiest: construction 

i fai : 
Si projects! 





W. E.S. Hyer 
Consulting, Designing and Supervising 
Engineer 

BUFFALO 2,N Y 


deanery %» 1% 


If vou build—or sell— products and services to Industry, he’s vitally 
important to vou... because he specifies and buys in vast quantities 
and influences buying tn vaster quantities sull! 














Now vouwecanreach him directly effectively with your advertising! 
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ix corporate For the first time you can reach all the 7.600 Consulting Engineers 
There ; . ° ° F 
wien Con who wield great and growing industrial buying power—reach 


° 
an advertiser ro i 
k = them with vour advertising, directly, effectively, and at) very 
Speaks... i aT 















\ CONSULTING ENGINEER is the ONLY publication edited for 
year mee S a ea my cove ot a | the vital, spec tal interests of this professton, 
c att on a mi \ Se now ts the time to take full advantage of the spontaneous 
‘ ike \ enthusiasm these men are showing for their own new magazine. 
= ggeanenenl Se Tg yo OE \ Discuss it with your chents (or agency) right away — and schedule 
Sneath CONSULTING ENGINEER! 








RESERVE YOUR SPACE NOW! 


nn. 
Figs 

MUU 
Bhs arergegs 
Industry and Power Publishing Co. 

St. Joseph, Michigan 





check these quick facts: 
CONSULTING ENGINEER is) published monthly by 


Industry and Power Publishing Company, St. Joseph. 

Michigan. 

CIRCULATION is controlled, addressed by name and 
4 title to 7,600 individuals pre-selected for the value of en- 
gineering projects completed during a recent: period, 
62 ADVERTISERS have already contracted for space 
in CONSULTING ENGINEER R—and new contracts are 
being received daily. 
CLOSING DATE is the l0th of month preceding date 
of issue, 
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Rush me rates, specifications and full details of CONSULTING 
ENGINEER by return AIR MAIL! 










Name 











Title 






Company 





State 


Address 








adopts anewcover- 
a new, easier-to-read format 


ae 





This new format--inside and 
out--increases reader con- 
venience and ease of refer- 
ence with improved typog- 
raphy, restyled article 
layouts and new, attractive 
departmental headings. It's 
another advance to make In- 
dustry and Power ever more 
rewarding and helpful to 
readers. 


e 


As the reader is better served, 
so are you, the advertiser! In 
Industry and Power, your adver- 
tising is assured of active, 

, intensive readership--because 

} it's accompanied by timely, top- 

‘ quality editorial articles 
tuned specifically to the needs 
of one well- defined audience: 


THE EXECUTIVES AND ENGINEERS RESPONSIBLE 
FOR THE ENGINEERED PLANT SERVICES 


Wart ch ror See how I & P will carry your adver- 
- 7 tising to these men* who buy because 
the Next ; it's their job to buy! 

f = f ; *38,606 of them! 


YREET-*ST. JOSEPH: MICH. 


| on 





FUSE GUIDE 


. 
ADMIRAL TO BELMONT 


LITTELFUSE INC. 


1865 MINER ST, DES PLAINES, ILLINOIS 


The facts . . 


ment of an advertising program was 
the fact that fuses are a ‘“nut-and- 
bolt” product . . after all, one fuse is 
pretty much like another, nor do 
fuses lend themselves to very dra- 


matic treatment. 


Fast Identification . . At this point 
in the development of the program, 
it was decided that consumer tech- 
niques and glamor could be used 
Without making any 
changes in the product, a complete- 


effectively 


ly new merchandising and advertis- 
ing program was planned. Packag- 
ing became important . . the Littel- 
fuse package was designed to be 
quickly identified on the shelf or 


Fusible Binding Posts 


$56:000) Series 


counter, and associated in the ulti- 
mate purchaser’s mind with Littel- 
fuse advertising. 

A trade-mark was developed and 
featured in all copy, and distinctive 
colors chartreuse on black 
were made a distinguishing Littel- 
fuse promotion feature. The char- 
treuse and black of the Littelfuse 
box was quickly identifiable on the 
distributor’s shelf, where it com- 
peted with other fuses, other pack- 
ages. 

Also included in the merchandis- 
ing program were a_ cylindrical 
counter dispenser, the “one call kit” 
(containing a variety of fuses for 


the service man, any of which he 


Counterman Sales Aid 
Released By Littelfuse 
The first completely iiustrated list 

heet on fuser a publis 

Litteifuse, tne TAS 

Des Pinines, Minots 
contains actual-sined drawings 
use types and blowing ehar 


na the blown fase to the 
» the jobber counterman or 
determine, quickly 
the fuse 
reet accurately ites 
various assortments 
as the complete line 
nes fer quick. sure 


might need on a service call), a 
“TV kit,” and a plastic box contain- 
ing 60 general demand fuses with 
room for customer’s imprint and a 
set-in table in the cover making 
fuses of different sizes and types 


easily identifiable 


Like Selling Perfume? . . Behind 
the entire program were certain 
Burton Browne tenets: many _ in- 
dustrial advertisers are “sissies” 
they're afraid to use fine art 
in many fields you can sell indus- 
trial goods just as glamorously a: 
you can sell high class perfume 
sometimes it’s better to run a full- 


page, four-color bleed four times a 





tegandoss op title 
Mill&Factory serves the men your 


YOUR SALESMEN KNOW THAT TITLES ARE NO GUIDE 
TO BUYING INFLUENCE 


Your salesmen find out through repeated calls just which men 
in the plants that use your product -—— or can use it — influence 
and control the buying. 


They know that the buying pattern is practically never the 
same in any two plants. By calling again and again they find 
out whose “yes” means an order for you. 


PRESIDENT VICE PRES. TREASURER SUPERINTENDENT 
mi O O Jae 
< CHIEF ENGINEER GEN. MGR. wo . Wh 
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CHIEF INSPECTOR 





PUBLICATION 





CIRCULATION BUILT BY 
INDUSTRIAL SALES ENGINEERS 


MILL & FACTORY is the only 
magazine serving general 
industry that uses industrial 
sales engineers like yours to 
build its circulation 
who have found out from con- 
tinuous personal contact the 
names of the executives in 
each plant they must see to sell. 


— men 


— Salesmen must see to sell! 








1,645 INDUSTRIAL SALES ENGINEERS MAINTAIN 
MILL & FACTORY CIRCULATION 








Because of MILL & FACTORY’s unique circulation method, it has 
an exceptionally large readership among the men contacted by 
your salesmen that is available in no other one industrial magazine. 


Note MILL & FACTORY's high proportion 
of unduplicated readership: 


of Mill & FACTORY 
readers do not read 


FACTORY 


of Milt & FACTORY 
readers do not read 


PLANT ENGINEERING 


of Mitt & FACTORY 
readers do not read 


MACHINERY 


of Milt & FACTORY 
readers do not read 


MODERN INDUSTRY 


of MILL & FACTORY 
readers do not read 


IRON AGE 


of Mitt & FACTORY 
readers do not read 


AMERICAN MACHINIST 








In contrast to MILL & 
FACTORY’S high propor- 
tion of unduplicated 
readership, the McGraw- 
Hill 18-company survey 
shows the average dupli- 
cation between the first 
and second publications 
in 9 major markets is 
44%. 


of the readers of the Ist 
Business Paper do not 
read the 2nd paper. 


“205 EAST 42nd STREET * NEW YORK 17, N.Y. 





year than a more conventional ad 52 
times a yea! apparently unrelated 
elements frequently can be used to 
bring about a strong psychological 
esponse 

The agency decided that mood, 
tenor and color should be consistent 
through the entire program in 
merchandising and advertising 

Chartreuse and black, the color 
combination decided on, gave high 
visibility, sensational presentation 
and quick identification to the pro- 
gram. In some phases of the ad- 
vertising, the use of elements ap- 
parently unrelated but actually tied 
together in a subtle way gave added 
punch 

For example, one Littelfuse ad 
shows the bottom rope of a prize 
ring and in rough sketch (char- 
treuse) the feet and iegs of two 
fighters. The ad is for the “one call 
kit” and shows an actual reproduc- 
tion of the plastic kit, which con- 
tains 45 TV fuses and six fuse 
mountings. The apparently unre- 
lated elements in the “one call kit” 
and the prizefighters become related 
through the headline “takes the 
footwork out of fuse replacements.” 


Actual Sizes .. Another successful 
example of Burton Browne adver- 
tising techniques is seen in a full 
page bleed showing a page from the 
Littelfuse colored, illustrated price 
list. Superimposed on the price list, 
which is illustrated with exact size 
reproductions of fuses, is the shad- 
ow of a man (presumably an elec- 
tronic service man) holding a fuse 
between thumb and forefinger. All 
fuses illustrated in the price list are 
exact size, and the service man has 
only to lay the actual fuse he wants 
to purchase against one of the pic- 
tured fuses for quick identification. 

The merchandising program was 
popular with distributors, who were 
impressed with the fact that Littel- 
fuse had a program to help sell their 
customers 

The schedule used to reach dis- 
tributors Jobber News, 
Parts Jobber, Radio Electronics, Ra- 
dio & Television Journal, Radio & 
Television News, Radio & Television 
Weekly, Radio & Television Service 
Dealer, Television Retailing, Tele- 
vision Weekly, Service, and Service 


includes 


Management. 
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cochrane 


STARTS WHERE NATURE STOPS 


cochrane 


corp. 








Solutions, not products, pace 


Cochrane’s industrial campaign 


Cover Story 


@ COCHRANE 
makes water treating equipment but 
that’s not what the advertising sells 


corp., Philadelphia, 


. directly. 

That’s because of the company’s 
advertising philosophy: Cochrane 
does not sell water treating equip- 
ment; it sells solutions to water con- 
ditioning problems. 

With that philosophy, the com- 
pany bypasses the direct selling ap- 
proach and aims to push, not prod- 
ucts, but what the agency calls “a 
fundamental idea with maximum 
drama and impact.” 

The impact comes from business 
publication spreads that are two- 
thirds photograph and_ one-third 
headline and copy. The drama comes 
from unusual photographs related to 
water conditioning problems 

The kick-off spread in the cur- 


rent business publication campaign 


features a powerful photograph of 


tons of water surging over the spill- 
Copy 


stresses the need for specialized ex- 


way of a dam (see cover). 


perience in solving water condition- 
ing problems because “there is only 
one best solution to any set of con- 
ditions” and refers the buyer to a 
“Cochrane water expert.” 
Promotion of the company’s line 
of equipment is secondary and sub- 
ordinate to the “problem-solving” 
approach. Major equipment cate- 
gories are pictured in line illustra- 
The bold- 


face signature is the same as in the 


tions along one margin. 


headline, achieving double identi- 
fication. 

The long-range objectives of this 
to build Coch- 


rane’s reputation as water condi- 


kind of advertising: 


tioning engineers so that the com- 
pany is consulted in an increasing 
number of water problems. 

The short-range objective: to 
maintain leadership in the boiler 
feed-water feed field and to advance 
the company’s position in the proc- 
ess field. 

John Falkner Arndt & Co., Phila- 


delphia, is the agency. 





This new silk screen process cuts the 
cost of testing new package designs 


You will be genuinely amazed at the results you can get with Kodak's 
new Ektagraph Process. It completely modernizes silk screen repro- 
duction. 


It’s made to order for test runs of new package designs or labels 
and for display material. It opens up entirely new possibilities for pro- 
ducing booklets, pamphlets, brochures, or other pieces that require 
only short print orders. 

The Ektagraph Process reproduces sharp black-and-white photo- 
graphs or wash drawings with halftone clarity. It puts line work of ex- 
traordinary fineness, duotone, four-color work within your reach for 
short-run work. 

Ask your supplier to show you how faithfully Ektagraph reproduces 
anything that can be photographed. Meanwhile, you can learn more 
about the process itself and some of its unique advantages from our 1 2- 
page brochure, ‘““The Kodak Ektagraph Process.” 


Send for a copy today. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 





How Long Must a Salesman 








- Citto Hatch an Order 7 


It’s been established that 38% of a salesman’s time is spent 
in travelling to see prospects and waiting for interviews, 
12% for reports and office work . . . and only 50% in actual 
selling. Also important is the fact that today the average 
industrial sales call costs $16.31! 

Compare this figure with the 1!.¢ that it costs to con- 
tact a reader of business publications. In other words, you 
can present your sales message to over a thousand known 
and unknown prospects at once for less than the cost of 
one sales call. 

Of course, Business Publication Advertising will not re- 
place the salesman. It is not intended to! It is a tool which 
gives greater productivity to the salesman’s efforts . . . just 
like the high speed machine steps up the productivity of 
the skilled workman in the plant. That’s why we call such 
advertising ‘‘Mechanized Selling.”’ When it is functioning 
consistently on the preliminary steps—i.e., making con- 
tacts, arousing interest, creating a preference for your 
product or service, your salesman can concentrate more of 
his extremely valuable time and his specialized talents on 
the important job of getting the order. 

Ask your McGraw-Hill man for a copy of our 20-page 
booklet, “Orders and How They Grow.” It gives the sales- 
man a realistic appreciation of how business publication 
advertising helps him use his time more productively. 


You'll want to read it, too. 
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MECHANIZED SELLING 
HELPS YOUR SALESMAN 
GET THE ORDER! 


A tool manufacturer ran a “4-page 
id once a month for a year in a 
leading electrical publication 


COST OF SPACE $1,460 


ORDERS 
DIRECTLY TRACEABLE 
TO ADVERTISING $8,100 


A return of $5.54 in sales for every 
dollar invested in advertising 


An instrument manufacturer 
advertised a $28.50 unit with frac 
tional pages in an electrical mag 


azine 
COST OF SPACE.. $683.33 
ACTUAL SALES 

TRACEABLE DIRECTLY 

TO ADVERTISING $3,021.00 











editorially 


Get the Big Idea! 


® Increasing interest in the important subject 
of industrial merchandising emphasizes the neces- 
sity for developing a dramatic and exciting idea 
which can be used as the basis of the entire sales 
and advertising drive. The creative imagination 
of advertising and merchandising men can play no 
more important role in company success than in 
developing and promoting a central theme for 
product promotion 

It should be remembered that the objective is 
to find an idea so striking and compelling that 
it will make news both of the product and the ad- 
vertising itself. Too much sales-advertising plan- 
ning lacks the spark of a dynamic concept which 
will appeal to the imaginations of salesmen, dis- 
tributors and customers, and thus make impor- 
tant news of everything related to the product 

While some large companies have merchandis- 
ing executives whose sole job it is to develop 
sales programs built on ideas of this compelling 
character, there is a great opportunity for adver- 
tising men to take over this function in situations 
where it has not already been assigned to others 
To do so will give the advertising manager a new 
importance and stature in his own company; sales 
managers will begin to rely on him for strategic 
planning which will add extra push to every sales 
and promotion effort. 

A. D. Lasker, pioneer advertising agency man 
whose recent death resulted in renewed interest 
in his ideas regarding selling and advertising, 
originally felt that basically all good advertising 
is news. Later on he abandoned this concept ir 
favor of the belief that advertising, to be success- 
ful, must be salesmanship in print. But we must 
all agree that whenever the characteristics of a 
product or its method of presentation become 
news, all of the advertising and promotion built 
around it has a special interest for everyone con- 
cerned with any phase of its distribution or sales 

The great need of industrial advertising is com- 
plete integration with selling . . all along the line, 
and including not only the company’s own sales 
distributors and 


organization, but dealers and 


their salesmen as well. When the enthusiasm in 
behalf of a big idea permeates the entire organiza- 
tion, it is carried to the prospective buyer in a way 


That is 


the way to make advertising, promotion, mer- 


that insures an enthusiastic reception 
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chandising and selling profitable and effective to 
a degree which may not be realized under ordi- 


nary conditions. 


Cooperative Distributors’ Catalogs 

® Perhaps not enough publicity has been given 
the success which has attended the use of co- 
operative methods in the publication of distribu- 


The idea 
is so good that it might well be adapted to other 


tors’ catalogs in several industrial fields 


fields where dealers and distributors handle many 
lines of manufacturers’ products, and therefore re- 
quire catalogs containing data on all of the prod- 
ucts handled 

Probably the best known of these is the general 
industrial distributors’ catalog, for which manu- 
facturers supply standard plates carried by a 
large printing company which produces the in- 
dividual catalogs. Since many of the distributors 
carry the lines of leading manufacturers, the du- 
plication of information in their catalogs is taken 
care of by the simple method of electrotyping the 
pages that are required for an individual book. 
The manufacturer, on the other hand, keeps the 
printer supplied with all necessary changes and 
corrections in descriptive material on standard 
products, and likewise sends in catalog data on 
items added to the line. The distributor makes 
up his own catalog, but most of the production 
costs involved in composition and make-up have 
already been taken care of. 

A similar method is used in the construction 
equipment field, where members of the Associated 
Distributors have arranged for co- 
Here the 
books are smaller because non-competitive lines 


Equipment 
operative printing of their catalogs. 
are carried. The printing is done by each manu- 
facturer according to the specifications given him 
by the company which is the central source of 
supply. The printed sheets provided by the man- 
ufacturer for the printer are numbered according 
to the layout which has been approved by the dis- 
tributor, and the central clearing house handles 
the indexing and binding as required by the con- 
tents of each distributor’s catalog. 

Important savings in production result from this 
method of handling catalog data cooperatively, 
and the idea seems to be one that might be profit- 
ably adapted to the catalog requirements of many 
other fields of industrial distribution. 





5 Years Up 
—and Still Climbing! 


HEATING AND VENTILATING'S 
Renewal Percentage is way up 
for the fifth straight year. 

These are good reasons for this 
continued success. 

H&V's readers are the engi- 
neers who specify and buy equip- 
ment for the dg installations; 
hotels, schools, hospitals, office 
buildings, etc. They're busy men. 
They haven't the time to wade 
through a mass of abstract theory 
or exhaustive research. They want 
practical applications of theories 

. actual uses for research find- 
ings . . ready-to-apply facts to 
help them save time and dollars 
in their every-day work. 

and that's exactly what 
they get in every issue of H&V! 

That’s why the renewal per- 
centage stays up. That's why 
H&V should be on your adver. 
tising schedule. 


An Industrial Press Publication 
148 Lofayette St., New York 13, N.Y. 
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New Product Developments 


Open New Markets 


An interesting method of heating 
by electricity has recently been in- 
troduced. Flexible, electrically-con- 
ductive rubber panels can be pasted 
to the ceiling, like wallpaper, to 
provide a source of radiant heat 
This is another step in the develop- 
ment of what may eventually be a 
new and profitable market in the 
heating field 


Using electricity for heating is not 
new. Everyone is familiar with the 
portable electric heater so welcome 
ina chilly bathroom. But the prac- 
tice of heating an entire room o1 
building has not been widespread 
because the cost of electricity is 
relatively high. However, there is 
a sizable market where cost is not a 
factor, or where it has not blocked 
progress in this direction as in 
regions where electric rates are low 
(like the TVA and Bonneville Dam 
areas) or where mild winters re- 
quire only a little heat. Another 
spot where electric heating is prac- 
tical is in intermittently occupied 
structures, such as mortuaries, 
churches, certain recreation build- 
ings, lodges, camps, some theatres, 
even your own “expansion” guest 
room. Here is where the savings in 
the cost of a more elaborate system 
would be considerable 


Giving the Halfback the Hot Seat 


Other possible uses of electric 
heating are bridge-toll collection 
booths, movie theatre ticket booths, 
watchmen’s _ shanties, ete. One 
unique use was to electrically heat 
the bench of the Pittsburgh Steelers 
footbail team to keep the bench 
warmers warm during a Decembe1 
game! 


In addition to electrically-conduc- 
tive rubber panels, there are many 
other electric heat methods. The 
heat pump, for example, works 
much like your refrigerator. In the 
summer it removes heat from the 
house and dispels it into the ground 
In the winter the cycle is reversed 
the same equipment draws _ heat 
from the ground into the house 


Electric heating is but one ex- 
ample of the rapidly changing de- 
velopments in the heating and ven- 
tilating fields. New products, new 
methods, new uses for old methods 
are constantly appearing. To keep 
its readers abreast of these develop- 
ments both technically and mar- 
ket-wise is the purpose of the 
magazines HEATING AND VENTILATING 
and Heatinc & PLUMBING EQuIPp- 
MENT News. 

(Advertisement) 


My! How 
We've Grown! 


1 9 -Pegs 
Advertisiny Use 
Par teow 


HEATING & PLUMBING EQuIP- 
MENT News’ advertising volume 
continues to spiral upwards—far 
faster than any upward trend of 
business papers in general. 

Why this amazing success? (1) 
Because HPEN is the only paper 
devoted exclusively to news of 
new products, product applica- 
tions, trade literature —~ subjects 
in which busy engineers and con- 
tractors are most interested. (2) 
Because its format encourages 
cover-to-cover reading, and puts 
every advertisement near editorial 
matter. (3) Because its circula- 
tion of over 35,000 assures thor- 
ough, across-the-board coverage 
of every part of the heating and 
plumbing market. 

As a result, imquiries are up, 
too! But that’s another story 
Want more information? Ask 
your HPEN representative, or 
write for ‘‘Facts’’ booklet. 


An Industrial Press Publication 
148 Lofayette St., New York 13, W. Y. 
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Sales Tips from Industrial Purchasing Agents 


I} believe that most purchasing agents 
look upon the salesman as a distinct asset 
provided he knows his lin thoroughly ; 
keeps customers abreast of new develop 
ments and market conditions affecting his 
product, is familar with how his product 
is used by his customer; is willing and 
eager to give better service; give: realistic 
delivery mformation and follows up to 
1). Hart, 


Instrument 


see that dates arc kept. savs 
Agent Lavlor 


Rochester N.Y 


Purchasing 


( omipanies 


Confidence acts as a leaven in building 
a lasting relationship between buyer and 
seller. Although we are generally careful 
to specify properly what we want and 
how we want it, many fine points are not 
spelled out in our purchase contracts We 
subscribe to the principle that a written 
contract is no better than the integrity of 
the buyer and seller. This is why confi 
dence in a seller will often win orders 
when selling arguments do not get to first 
base.” says FE. H. Weaver. Manager of 
Purchases, Union Oil Company of Cal 
forma, Los Angeles, ¢ alif 


Po buy materials on the basis of func 
tion or performance, many Purchasing 
Agents use the new technique of Value 
Analysis. This often means a change 1 
specs or a change in the nature of the 
material. The salesman who gives me the 
best service realizes this and sees to it that 
the articles he is selling will in every way 
mect functional or pe rformance require 
ments. savs C. Warner McVicar, Direc 
tor of Purchasing and ‘Traffic, Rockwell 
Manufacturing Company, Pittsburgh, P. 


Will your company’s products be considered 
competitively by industrial PA’s? 


They will... 


J it your company's products can stand up under COMPCUtHn Cc 


analysis. 


J Ik the purchase of your company’s products will guarantee the 


buyer 


an improved end product, 
or a lower manufacturing cost, 
or a reduced plant maintenance cost. 


¥ And IF your company’s products are known to Purchasing 


Agents. 


PA’s naturally have more confidence in advertised products. Your most 
direct and effective medium for building such confidence is PURCHASING 


Magazine 


PURCHASING, 


the basic publication on any industrial advertising schedule. 


205 East 42nd Street, New York 17, N.Y. 


Offices in ¢ hicago, Cleveland, Los Angeles. 


When you think of 
selling...think of 
PURCHASING 


The basic magazine on any industrial advertising schedule! 
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copy chasers 
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im your industrial advertising 


® FAIRCHILD (plug) just got out a 
new booklet. It’s really a brochure 
with plastic binding, fancy cover 
and all that .. but we hate the word. 
Besides that’s not what is impor- 
tant. 

Here’s what is. The title: 
to raise HELL in the Trade!” 

The publisher got the title from 
John Drake of the Hicks & Greist 
agency. He said, and Fairchild 
makes it the foreword to this book- 
let, “Why do we use this type of ad 
program for Lewyt? That’s sim- 
ple .. We’ve found that we can raise 
more hell in the trade with a cam- 
paign like this than through any 
other means.” 

Other advertising men with the 


‘How 


same dynamic philosophy thus 
reated the phraseology that brack- 
ets all this hell-raising. 
It’s called Trade Excitement 
Okay 


And how can you use it in indus- 


So what is it precisely? 


ing? 
To answer the first question, Fair- 
child says an army man would call 
it “maximum effort” a football 
coach would say, “give ‘em every- 
thing you've got” . . and to an or- 
van player, it’s “all stops cut.” 
More specifically, in your lan- 
2zuage and ours . . “Trade ads that 
hit ‘em hard and hit ’em often.” 
We pause here to pay thanks to 
Fairchild for this text for from 
here on our paths deviate. Our col- 
imn is essentially for industrial ad- 
vertisers, Fairchild’s province the 
trade field. And _ so, 
question, “How can you use _ this 
Trade Excitement in industry?” 
Well, you can’t use this in its full 
nechanics as defined by Fairchild 
There’s the readership of daily trade 


again your 


papers in certain trade tields, style, 
fashion, and other merchandising 
elements that make this impossible 
or impractical in your markets 

But you can buy the spirit of it 
. . lock, stock and panel! 

And you can put more of its dy 
namite into effect than you'd eve: 
imagine! 

Now, if you're sitting on top ol 
anything hot like this, you’re well 
on the way to creating some indus 


trial excitement 


new product 
new price 
new plant 
new service 


“Sure,” 
I don’t have to read all this chatte 


you'll say, “and why not? 


to know what these new elements 
mean in my advertising.” 

Well, maybe you don't and we 
hope you don’t . . but you’d be sur- 
prised how many industrial adver- 
tisers muff the ball on such obvious 


Hun- 
dreds and hundreds of thousands of 


chances to create excitement 


dollars are poured into a new prod- 
uct development and all too often 
when it’s ready for the market 
out comes a puerile page or two in 
a narrow industrial schedule, and 
that’s the size of that. 

The error in the end result can be 
charged right back to an immature 
concept right at the start of the job 
to be accomplished. The business 
press is a marvelous machine, but it 
will not perform miracles. People 
have been getting along quite all 
right without your new product o1 
service. Being human, 
wedded to habit. You just can't 
walk in and upset their ways of do- 


they’re 








We tried to swivel it to death! 
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* yt } ture hair l¢ istating 


ing things (even if these ways may 
not be as profitable as your ways) 
with an average advertising per 
formance 

Once the hard reality of this is 
accepted, you know you have to 
start by creating advertising for 
what you have that is new with as 
much power and freshness as went 
into the creation of your product or 
Now, let’s blow the 


whistle and start the game 


service itself 


It's New! . . Different! .. It’s. . 
Believe us, you don’t have to yell 
your bloody head off 


*% Look how beautifully the Stur- 
gis Posture Chair Co. announces a 
new product development in this 
b&w page. Feast your eyes on this 
devastating headline 


Mit? 3 oWiIVE! i LAM 


Lovely, huh? Now chew on this 
as delightful as Oysters Rocke- 
feller 








This pipe is laid with a plow J] NEW CORROSION INHIBITOR fm ,X0%,x 22-3 roc inter oy ona! 
NINN SN STOPS RUST , ? 
oeCUTS COSTS 


Hf you make—ship—cr store metal parts 
thet rust can damage... 


HERE’S IMPORTANT NEWS 





Oe ae 


GENERAL GP ELecTRIC 











their headlines, the job is done 
Shell Oil uses “new” bluntly i: 
this black and white page 


! 


3ravo, Eastman! 
We could hardly write on this 
subject without throwing in a couple 
of conventional examples. Especial- So maybe it’s all right. We cant 
ly these two favorites “New” and get too dreamy about it. Perhaps it 
“Now.” Nothing wrong with them, is in some direct relation to the 
except how you use them. The rea- market and importance of the prod- 
son they are potentially dangerous uct it talks about. We'll have to as- 
Okay, Sturgis. OK AS INSERTED! is they can so easily mislead writers sume Shell knows and we don't 
to R. V. TOSSEL, vice-president, Blaco into believing once either one is in 3ut if we can presume, we'd have 
Advertising Agency, Toledo 
Now here’s another. A 4-colo: 





page for Eastman Chemical Prod- 


ucts, “This pipe is laid with a plow EN f 3 2 ) ; Reduce Ging Costs 2232 


Nice headline, hey? So’s the illus 


tration vivid full-color spots i > ie Leschen’s new Red-Strand 8-Part Braided Slings 
a 7 with reusable Pin-Lock Thimble attachments 
man in tractor laying pipe, helpe: j a €a10 substantial dollar savings for you 


helping to reel it out. Then, dra- 
matically, a coil of pipe encompass- 


ing this action. Now, the text 


improved Quality is @ Berus Benefit 





aL EE 
Te 
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circulation 


“educin, 
ee Some ¢, 1 
"ur butane tl Psu aie. = 


New Refinery Market Data Book tells how, who, what 
of this industry. For your copy, write Sales Promotion 
Dept., P. O. Box 2608, Houston 1, Tex. 


She Wold Largest MANS Sihlishers 


GULF PUBLISHING COMPANY 


ee 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson, 
1219. 


Detailed coverage of Re- 


fining Processes 
was introduced by Petroleum Re 
finer more than 20 years ago 
another first for this magazine! 


In all refining-natural gasoline-petro 
chemical operations, the Process is the 
foundation on which other activities 
rest. And Petroleum Refiner’s authentic 
monthly editorial treatment of Proc 
esses has won praise from refiners and 
engineering-construction authorities 
everywhere. The annual September 
Process Issue ( published in Handbook 
form every four years) is the most 
popular and useful piece of literature 
in the Refining Industry today 


For Process coverage, as for all othe: 
phases of Refining, Petroleum Refine: 
has been first choice of refining men 
for 30 years. Its 11,000 readers give it 
first rank in paid circulation among 
refining-natural gasoline petrochemical 
buying power men. 


Logically then, Petroleum Refine: 
should be your first choice for advertis 
ing results in the billion dollar a year 
Refining Industry market. 


advertising 
value. 
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Every industrial marketer has these 5 basic catalog problems: 


design 

To fit product informa- 
tion to the separate 
needs of each separate 
buying group. 





4 
¢ 


ate an production 


i a To get out from under 

Pen rs % production detail, and to 

. get quality results at 
quantity prices. 





coverage 


To locate the right 
companies, right offices, 
right people...who should 
receive his catalog. 





accessibility 


To arrange to anchor the 
catalog in the offices 

of his prospects...so that they 
can always find it. 





coordination 


To tie good catalog 
procedure in with 
advertising and selling. 


& 


PROM. NER. ® 


AS 
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dlog needs 


Sweet's long experience in catalog design, production and distribution can 
help lighten your load on any one or any combination of your five basic 
catalog needs. 

Sweet’s will help you analyze your markets; determine buyers’ requirements in each market; 
plan catalogs for specific buying groups; organize contents for ease of use, prepare rough 
and finished dummies. 





Sweet’s will assume full responsibility for all details of drawings, photographs, engravings, 
type composition, printing, binding. Because of the volume handled. Sweet’s can offer the 
advantages of quantity printing without sacrifice in quality. 





Sweet’s will help you improve your catalog coverage pattern. We spend over a quarter of a 
million dollars a year to find out exactly which people in the right offices, in the right 
companies have the most need for your catalog. 





Sweet’s will place your catalog, bound together with other manufacturers’ catalogs of interest 
to your prospects, right where it can be found when buying needs arise. 





If you distribute your catalog under the Sweet’s plan, we can provide specific suggestions for 
reminding prospects that your catalog is on hand in their offices. And we can offer 

practical ideas for helping your salesman make better use of your catalog in their selling. 
Thus Sweet’s can help you improve your over-all marketing efficiency. 


If you sell to industrial or construction markets, the Sweet’s man in your 
locality will be glad to show you how other industrial marketers use 
Sweet's facilities to work out better solutions to their catalog problems. 


Sweet’s Catalog Service 


designers, producers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 


119 WEST 40th STREET. NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Lovis San Francisco 











ETE-MITE 


a great hand 
at cutting costs! 


Pradaction proved by ome of the warld’s largest users of welding products 





given it other than this conventional 
(but all right) treatment 

About the same comment goes for 
‘NOW 
a truly portable industrial X-ray 
unit! The General Electric RESO- 
TRON 250.” 

Upon reflection, we'll toss out a 
We think writ- 
ers would be better off if they for 
“New” and “Now” for 
Unless. 

Unless, for example, the emphasis 
with 


G-E and its “now” page 


contrary statement. 


got both 
headline starters. 
on the “new” is associated 
something other than the product 
a new method, new saving, 


Like 


per se 
new idea, or what have you 
SO 
A. Leschen & Sons “New Way 
to Reduce Sling Costs 22.3°,,” fol- 
lowed by an explanatory subhead, 
“Leschen’s new Red-Strand 8-Part 
Braided Slings with Re-usable Pin- 
Lock Thimble 
substantial dollar savings for you.” 
Often, too, the “new” is in the 


attachments earn 


news of the product rather than the 
This E. W. Bliss Co 
color spread . . “Mexico's First 4- 
High Mill Is Bliss Built” 

And sometimes “new” does fine if 
it’s bolstered by an additional ele- 
This Corp 


color spread is a good illustration 


product, itself. 


ment Harnischfeger 


“P & H invites you to meet the new 
MITI-MITE 


ting costs” 


a great hand at cut- 
And there he is .. a 
rugged trade character, smile on his 
face and vroad of chest 

A. O. Smith “New era in weld- 
ing!” Subhead .. “Now A. O. Smith 
advanced design new plus fea- 
give you the latest in weld- 


This in- 


tures 


ing machine efficiency.” 
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cidentally, is a full-color, 2-page in- 
sert . . a fitting and proper way to 
give prominence to a major product 
development 

And, finally, the 
there without being there 
can follow our double talk. 
ican Can is the example of a new 
ad headed, 


“new” can be 
if you 
Amer- 


can-making process 
“We brightened up the seamy side.” 


Hit ‘Em Hard and Oiten . . That, 
remember, was the Fairchild gospel 
And they went on to drive it home 
with some terrific examples. 

Williams Furniture 
5 days 

Norge Div. Borge Warner . . 12 
pages in 3 days 

Sponge Rubber Products 


. 10 pages in 








pages in 24% months 
U.S. Rubber 


Firestone . 


. 8 pages in 1 week 
15 pages in 1 month 
Lewyt averaged an ad every 
other day for 4 months 

You couldn't do that in most in- 
dustrial markets even if you wanted 
to. But in broad industry, where 
might be available, 
And certainly you 


the medium 
think about it. 
can do it in the many weekly in- 
dustrial magazines available in so 
many fields. Whatever became of 
the old 52-page and 104-page ad- 
vertisers, anyway? 

But let’s suppose you're selling a 
market that 
monthly magazine available. 


good 
How 
then can you spread some of this 
talking 


only has one 


excitement we've — been 





about? 

Well, let us ask another question 
while we're about it. Whatever be- 
came of the multi-page, multi-color 
He did 
a pretty damn good job of building 


insert industrial advertiser? 


some excitement. Too bad there 
aren't too many of him left. But 
here’s a few we did find: 

Koppers Co. . 
insert, facing pages 


. Full color, 2-page 
“ABC's of 
good coke-oven construction” Noth- 
ing here that couldn't have been 
done in a black and white spread . . 
but what a difference! 

U.S. Steel . . Another full color, 
single spread insert. “After 17 years, 
tough jobs like this become easy.” 
This is a quote from Jimmy Fen- 
chak, a U.S. Steel pressman. Just 
another testimonial, but now does it 
have stature! Couldn’t have done 
this one in b&w . . not with that hot 
glowing forging on the right. 

Norton Co. . . a killer-diller, four 
pages, full color plus superb b&w 
halftones a startlingly effective 
Speaks eloquently for 
product and sponsor, Norton Spe- 


contrast. 


cial Refractories 
And here, a few others. 
Rockwell Mfg. Co 
color, front and back insert, “Plant 
Protection, a Million Times Over.” 
Dominant front, 
Nordstrom valves in service, bright 


. 2-page, full 


color photo on 
yellow panel below it carrying short 
text. More good color photos on 
“Field Services” 
and “Process Lines.” 
Tube Turns, Inc. 
Vivid 
Single sheet insert in three 
Strong plug for Tube Turns 
trademark. Back detailed. 
Photo of simplified welding opera- 


back plus copy on 


. Poster treat- 
ment. reds, 


blacks. 


colors. 


yellows and 


more 
tion, another of an_ installation. 
Coupon for literature 


*% New Britain Machine Co. . . Four 
pages, a fold-out . . looks like four- 
color outside, duotone inside. We 
just want to talk here about these 
two outside pages. 

Front is a close-up of operator’s 
hand on controls. Only copy on 
page in about 24 pt. says “Template 
or prototype and all controls are at 
the operator’s finger tips, on a New 
Britain + GF 
Back shows another control gismo. 
(An arresting picture) Text 
“The operator controls the motions 


Copying Lathe.” 


"After 17 years 


The operator 
controls the motions 
of all units from this 
pendant on a Lucas 
Horizontal Boring 


Machine. 


NY : 
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of all units from this pendant on a 
Lucas Horizontal Boring Machine.” 

We'd give an OK AS INSERTED to 
JESSE J. HAIGHT who wrote the copy, 
of Wilson, Haight & Welch, Hart- 
ford, Conn., win, lose or draw 
for knowing how to work with a 
good art director (who was T. MAR- 
TIN RILEY). 

U.S. Electrical Motors A rain- 
bow in print, 2-sider . . first page 
selling “Any RPM by simple dial 
control.” Big color shot of man 
with hand on dial. Back page 


“The miracle motor for Variable 


tough jobs like this become easy“ 


_ FORGINGS 





Template 

or prototype and 

all controls are at the 
operator's finger lips, on 
a New Britain +GF+ 


( opying Lathe. 


Speed” with cutaway _ illustration 
(so easy to follow in color, too) 
three models of motors, coupon for 
literature. For a conventional in- 
dustrial product, this insert treat- 


ment makes a lot of sense 


These We Go For .. We like Ana- 
conda Copper’s institutional spread 
for its super-swell headline, “You 
were a double-jack champ if you 
could drill 3 inches a minute.” 

We like McGraw-Hill Book’s 
classic mail order approach, “How 


You Can Successfully Close Sales 
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US. VAM/ONIVE MOTOR 


raink 
int 


Where Others Fail.” How can you 
argue with it? 

We like Inland Steel’s “Core of 
the Corps” page. Sure, the clever 
little drawings got us, and the in- 
genious way this advertiser re- 
versed the drawings to sell its “one 
out of three Inland people with 
more than 15 years’ experience.” 

We like Minnesota Mining's par- 
lor game technique, “How would 
you solve it?” First panel gives the 
problem, next three give the answer 
in case you didn't figure it out your- 


self 
We like G-E’s institutional page, 





You were a double-jack champ if you 
could drill 3 inches a minute! 











the open letter addressed to Roger 
Bacon, with its figures showing how 
the price of light keeps going down 
as the light output goes up, and 
especially the paragraph that started 
out, “We’re still inventing the lamp 
at General Electric.” 

And we liked Walter Kidde and 
General American Transportation 
and their superb use of simple ex- 
position so well, we'd like them to 
share April's BOOST-OF-THE-MONTH 
The former, in a two-column ad 


with a dinosaur’s head just said . . 


4 


and General with an eye-catching 
pile of bricks and three little tank 
cars, rested its case with this simple 
eloquence . 


Gotta see the layout to really ap- 
preciate it. 
And us, we gotta go. Goodbye . . 


The Copy Chasers 





Zils 





GENERAL GB ELECTRIC 


before 
you 
start 
laying 
bricks 
for 
your 
new 


plant 


see General American about GATX 


cars to carry your bulk liquids 
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GREATEST CONCENTRATION OF 
BUYING POWER IN THE CHEMICAL 
AND PROCESS INDUSTRIES 


When you advertise in IKEC, you’re getting your 
) o 8 
product-story in at the beginning, where sales 
are started— 


With the key professional chemists and 
chemical engineers in research, planning 
and development where 60% of the orders 
for materials and equipment used in the 
Chemical and Process Industries are bought 
and specified, 


And you’re keeping your product-story in be- 
yond this stage, creating additional impressions 
among the second important group — 


The key professional chemists and chemi- 
cal engineers in production and operations 
who specify and buy 40% of the materials 
and equipment used in the Chemical and 
Process Industries (mostly re-orders for 
replacement), 

I 9 , 7? ’ 

t’s a one-two punch for tomorrow’s sales when 

you advertise in 


INDUSTRIAL AND ENGINEERING CHEMISTRY 


Workmagazine of the Chemical and Process Industries 


An American Chemical Society Publication 
Advertising Management: REINHOLD PUBLISHING CORP. 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO + CLEVELAND « SAN FRANCISCO 
LOS ANGELES + SEATTLE + DALLAS + DENVER 








At Stokes, we are constantly seeking new ways in which to keep 
our powder metal presses, vacuum processing, plastics molding, 
and plastics extrusion equipment the best that industry can buy. 
Product Engineering helps greatly in this job. We find it a constant 
source of new engineering data and ideas. 

F. J. Stokes, Jr. 

Engineering Vice President 

F. J. Stokes Machine Company 
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THE MEN WHO DESIGN 
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He leads product design at Stokes 


HE READS PRODUCT ENGINEERING 


You reach him best, with the facts about your parts, ma- 
terials, components, or finishes, in this magazine that 
design-engineering leaders everywhere in industry 
prefer to all others edited for them. 


Product-design engineers... the men who will select and specify over $26-billion 
of original equipment this year... read a design-engineering magazine for just 
one reason: they are looking for facts on new design techniques that can help 
them create better machinery, equipment, and appliances. 


They find more useful facts and ideas in Product Engineering than in any 
other magazine. The result: over 22,000 design-engineers are now paid sub- 
scribers to this only ABC-audited, paid-circulation magazine in the design field, 
and they read it with a self-generated intentness they reserve for no other 
publication. 

Advertising-wise, Product Engineering’s editorial and circulation leadership 
builds exceptional advertising values. And year after year, advertisers to the 
giant Original Equipment Market invest more advertising pages and dollars in 
Product Engineering than in any other design publication. 

Last year, this investment climbed to 4,210 pages, to make Prodyct Engineer- 


ang third among all monthly magazines, first among all monthlies in display 
pages, and first among design magazines by 1,330 pages. 


If you haven’t recently heard all the facts about Product Engineering’s proved 
ability to sell your products, call or write our nearest office soon. You'll find 
these facts sound reasons for concentrating your advertising in this McGraw- 
Hill magazine of design-engineering. 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3 © Boston 16 * Chicago 11 
Cincinnati 8 * Cleveland 15 * Dallas 1 * Detroit 26 

Los Angeles 17 * New York 36 * Philadelphia 3 
Pittsburgh 22 © San Francisco 4 


ui} 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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employe communications 


public 


relations 


by Robert Newcomb 


and Marg Sammons 


Plant bulletin boards rival 


® EMPLOYER-EMPLOYE communica- 
tions today are constantly changing. 

A device that served a noble pur- 
pose yesterday must be changed to- 
day in order to adjust itself to the 
needs of tomorrow. The laws of 
the land keep a communications 
program in see-saw condition, and 
the good communicator must be 
ready to shift his weight. 

Take the plant bulletin board for 
an example. In the majority of 
plants the bulletin board is still a 
stale news and 
pointless posters. But in the plants 
of the alert minority, the bulletin 
boards have been doing and are 
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catch-basin for 


performing a big, progressive serv- 
ice for their sponsors. For the plant 
bulletin board is the modern ver- 
sion of the town pump. 

It’s the place where employes, 
working at opposite ends of a fac- 
tory and without more than fleeting 
personal contact, can still be kept 
informed through a common medi- 
um. The bulletin board is the me- 
dium that helps carry the load of 
the supervisor, in backing up what 
he provides in the way of informa- 
tion to his people. The _ bulletin 
board is the bucket of water on the 
heated rumor, the pat on the back 
for the overlooked. 


Industry’s relations with 
Employes/ Stockholders 
Distributors /Suppliers 
Neighbors 





There are several bulletin board 
programs around the country which, 
in their modern dress, are doing a 
lot to serve a communications need 
at the local level. 


Avant Garde. . One of these pro- 
grams, developed some time ago, 
has been given a new twist worth 
reporting here: At F. E. Myers & 
Bro. Co., in Ashland, O., the com- 
pany’s communicators wanted a 
trustworthy means of getting infor- 
mation to the employes before it 
reached the ears of the community. 
A news bureau was established 
there last spring, designed primarily 
to keep the community informed of 
Myers’ activities, but the question 
arose as to the best means to get the 
news fast . . and first . . to company 
employes. 

The company’s public 
department, headed by Dick Topper, 
gave some thought to the employe 
magazine. But the company news- 
men properly figured that a story 
with community news interest could 
stretch out and die before the em- 
ploye magazine appeared. The com- 
pany offers a news broadcast each 


relations 


noon, five minutes prior to the start 
of the second shift. But those who 
scramble in just under the wire 
would miss these broadcasts; fur- 
ther, in any plant, a certain per- 
centage of employes won't listen 
anyway. 

The regular bulletin boards at 
Myers carry routine bulletin board 
material, and photographs. But to 
get the news breaks out fast meant 
a change in the existing program. 

The result is a “news release” 
bulletin board, geared specifically to 
spot news material, and located in 
key positions in all of the company’s 
four plants and main office, near the 
time clocks. 

One day before the release is 





FRANCHISE 
CIRCULATION 


ALITY 
CIRCULATION 
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SF YOU were a wholesaler of a product, whom would you try to sell? 
Wouldn’t you try to sell the very best accounts and prospects in your area ? 


You would know the correct man to call on at each account. You would know 
who gave you the order and you would know the man behind him. 

Your customer and prospect list, consisting of these people would be the 
finest list obtainable in your area — a QUALITY list. 

It is this list of customers for whom Franchise holders in the magazines 
shown below buy subscriptions. An active wholesaler has his own money 
involved in every name on our circulation list. This franchised wholesaler 
knows from day to day that the magazine is reaching the right man. Nothing 
could be a more potent guarantee that your sales message in these magazines 
will be seen by the men in companies who are direct and active customers 
for your product. A publication using FRANCHISE CIRCULATION provides 
the “quality circulation” of its industry. 


INDUSTRIAL PUBLISHING COMPANY 
1240 ONTARIO STREET 
CLEVELAND 13, OHIO 


CCA Audited 


UNDER FRANCHISE CIRCULATION EVERY COPY 1S PAID FOR BY THE FRANCHISE HOLDER 
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Industria! magazine 


Last year advertisers and agencies placed 7,336 pages of paid adver- 
tising into The IRON AGE. 





This is only a few hundred pages fewer than Life and Satevepost added 


4 & ; ‘ el 
a together, in case you like statistics. 

More pertinently, The IRON AGE carried almost 500 pages more than 

4 the next metalworking magazine, close to 1,000 more than the next 


weekly. 


This piles up devastating proof that The IRON AGE is the most decisive 
medium in the greatest market in the world,’ 


This breaks down into hundreds and hundreds of thoughtful, measured o 
decisions by responsible media buyers, advertising and sales managers, - 
top executives and boards of directors. 


This is the combined result of an editorial job that’s all red meat. . . of the 
earned proprietorship of the No. 1 spot on most everybody's readership 
studies . . . of a renewal batting average of 81.06% ... of an ever- 
widening dominance in delivering the real horizontal buying coverage of 
metalworking—administration, production, engineering and purchasing. 


No deadheads here. No non-profit circulation. Just that advertiser- 
happy combination of big coverage at frugal cost. 
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the 
or over the local radio . . 


scheduled to appear in news- 
papers 
of the release goes on the 
heard the 
public address system during the 
noon In this way the 
Myers feel the employes 
have a priority on news that affects 
them, and that employes appreciate 


a copy 


board. It is also over 
broadcast 


people 


being told first. 


News Handouts. . In another Ohio 
Toledo .. Van Saul of Willys- 


Overland presses his plant bulletin 


city . 


boards into a useful and appreciated 
news service. 

These pint-size announcements 
are packed with up-to-the-minute 
both 
passed out to employes and posted 
around the plant. “The Noon News” 
is the label. 

Mr. Saul does not confine his an- 


nouncements to company news, by 


news, and each noon are 


any manner of means. Basically it’s 


what he says it is . . a news service 

. and it covers action in Korea, a 
statement by President Eisenhower, 
the date Ohio license plates go on 
sale, TV sales for the current month, 
Red Cross blood 
paign, or anything else of current 
interest. If it’s something that peo- 
ple like to talk about, then the 
Willys formula says it has a place 
in the news bulletin. 

The basic circulation of Mr. Saul’s 
bulletins is through company cafe- 
terias, so that individual copies of 
the to em- 
ployes who lunch there. It’s just 
another way of getting newsworthy 
material out to employes, in a form 
they like and enjoy reading. 


the donor cam- 


bulletins are available 


Photographic News . . One of the 
and certainly one of the 
best . . localized bulletin board pro- 
grams in the country is at Belle City 
Malleable Iron Co., Racine, Wis. 

The bulletin boards here are han- 
dled by Elaine Kitto of the person- 
nel department, who also edits a 
lively publication for Belle City em- 
ployes. The boards were designed 
originally to carry strictly local or 
plant of company programs 
and people, and the sponsors have 
seen no reason to depart from that 
original formula. 

The Belle City boards are a mix- 
ture of photos and text . . the text 
is prepared on a large bulletin or 


first 


news 
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“jumbo” typewriter and duplicate 
bulletins are made to take care of 
all the boards in the plant and of- 
fice. The boards feature, in punchy 
style, such items as new equipment, 
new products, plant visitors, em- 
ploye activities, safety. Initially the 
boards were light colored, with no 
Later the editor, Miss Kitto, 


glass. 


“s 





discovered that a black background 

as actually better for mounting 
material, and she arranged also for 
new boards, framed and glass cov- 
ered, with lights above them. 

Belle City’s boards are a gather- 
ing place for the people who want 
to keep informed. The material is 
kept up to date, the boards kept 
141 


ntinued 


on page 











Communications man of the month 


He delegates authority . . 


and communication comes easier 





H. C. McClellan . . 


Old Colony Paint & Chemical Cx 


® COMMUNICATIONS programs have 
many foes, and the greatest of these 
is lethargy. The will to build em- 
ployer-employe understanding _ is 
great, but the chair we sit in is too 
well upholstered. 

The second greatest foe is the firm 
determination of so many execu- 
tives to enfold their responsibilities 
instead of assigning them, partic- 
ularly if the executive has built the 
business himself. In the face of such 
a situation, few people in communi- 
cation can get the word out proper- 
ly, or on time, to employes or the 
public. 

There are many successful men in 
American industry who have the 
talent for selecting capable sub- 
ordinates, and then leaving them 
work out their destinies 


alone to 
unaided. 


One such executive is certainly 
H. C. McClellan, president of the 
Old Colony Paint & Chemical Co., 
Los Angeles. Success didn’t come 
easy to “Chad” McClellan; he built 
his business from nothing, the hard 
way. But he had the discernment 
to choose men he could trust, and 
whose abilities and decisions he re- 
spected. Over the years Old Colony 
has become quite a business, more 
a team of people than an organiza- 
tion chart with names. 

Communications at Old Colony, 
between management and employes, 
is essentially personal. The relay 
from the top to the mid-levels and 
out to the people in the shop is fast 
and accurate, and it is also warm 
and human. Because the commu- 
nications reins are held loosely by 
Mr. McClellan at the top, there is no 
hesitant censorship below him on 
the part of ‘supervisors who are not 
sure. There are su- 
pervisors there, because the main 
part of the basic Old Colony phi- 
losophy is to keep supervisors in- 


no “unsure” 


formed 

What’s one helpful result of all 
this? Good relations at Old Colony? 
Certainly, but more than that: Be- 
cause “Chad” McClellan can assign 
responsibility, he has freed his 
hands to work at the problems of 
industry. As a new regional vice- 
president of the National Associa- 
tion of Manufacturers, he brings to 
that group a great knowledge of 
how to communicate. It is indus- 
try’s greatest need today. 
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MACHINERY gets in—where subscription 
salesmen can't. 
































We checked 1204 leading metalworking 
plants. 83% close their plants and shops 
to subscription salesmen. 

But MACHINERY gets a personal copy in 
the hands of important buying factors im- 























mediately by means of our Directed Dis- 
tribution Plan. 
That means your advertising gets in, too! 


MACHINERY GIVES YOU BOTH 


DIRECTED . DISTRIBUTION 


to fill the gaps 


We run an extensive, continual census of “inaccessibles.” Once reading MACHINERY, 
all metalworking. With it, we know where 95.4% of these executives request renewal 


the important purchasing power is. 

When we find a man with authority who's 
not already subscribing to MACHINERY, he 
gets it immediately. Filling the occasional 
gaps in your advertising coverage in this 
way is more positive than depending on the 
receipt of voluntary subscriptions from these 


PAID CIRCULATION 


earned and kept by topflight editorial 


MACHINERY 


@ 


Published by The Industrial Press 
148 Lafayette St., New York 13, N. Y. 


80% of MACHINERY’S circulation is paid, 
and our best circulation man is our Editor. 
Authoritative editorial content is its own 
best salesman. The value of editorial is 
the only reason anyone reads a magazine, 
whether he pays for it or not. 


CCA 


—and we check them every six months! 
Each official who reads MACHINERY under 
our Directed Distribution Plan has to be 
a positive addition to the buying power 
offered to our advertisers. 

20°. of MACHINERY ’S total circulation is 
Directed. 


And here’s the best of MACHINERY’s ABC 
story. Our salesmen concentrate on people 
who can do you the most good. No club, 
no bulk subscriptions, no free premiums. 
It’s the kind of quality circulation which 
gives you low cost per page... per sale. 


METALWORKING’S 
MONTHLY MAGAZINE 
OF ENGINEERING 
and PRODUCTION 





All ?“selling 


...and nothing specializes 


like the business press 


You can sell hot water bottles from Waco to 
Walla Walla. But this smart bird can sell *em faster 
out where every cold lad’s a hot prospect. 

rhe selling sense is sound: he specializes. He picks 
his prospects ... and it pays. 

This business of specializing is one big answer to 
the growing pressure for more effective selling, to 
move more goods . . . for less. It’s sound sense 
especially in selling to business—to aim sharply 
pointed advertising at specific people in specific jobs 
in specific fields. 

The business press lines them up like sittin’ ducks. 
It’s a job no other media can do so well! 

Fact is, business papers are as precisely specialized 
as business itself. They’re written for people with 
and they're 


particular problems on their minds... 
but to find 


read — not to get away from problems 
answers to them, 


*Sce ABP’s Leading Advertisers 


There’s the hook that makes business papers get 
action. They make hot prospects out of cold cus- 
tomers. Their specialized editing puts people on the 
trail of particular products, starts them planning... 
trying out new techniques and materials... clip- 
ping ads that tell where-to-buy-what . . . reading up 
on new equipment to slice costs or speed production 
or turn a profit. 

That’s why many advertisers spent more than 
half-a-million dollars apiece in business papers* in 
1951 ...a whale of a lot at so little-per-page. And 
advertisers as a whole invested more than 
$300,000,000 in the business press in 1952. 


Whatever you make that business buys or uses 
or sells .. . from aspirin to air conditioners, corsets 
to copper... you can move it faster—for less — 


if you advertise it first in the business press. 
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More “‘HELPS”’ for businesspaper advertisers ... from ABP 


There's important reading in three new booklets just published by ABP. Send for your copies (there’s 
no charge!). Like ABP’s many other booklets, they'll help you use the business press more effectively. 


What’s Ahead for Business? 


J. K. Lasser, well-known tax and accounting authority, takes a realistic, informative look at the 
need for more research, more sales promotion and more advertising to create more business 


and a stronger national economy. 


A Cosmic Tool... 


Some ideas on how to sweat more good out of business papers as a management tool 


Write to ABP for: AGENDA TO KEEP BUSINESS OUT OF THE DOGHOUSE, by J. K. Lasser 


.. with 


Suggestions that range from integrating business paper articles into your training programs to digging for 
“know-how right now’. It shows how to harness the business press to meet the 


critical need for new ways of doing things 
: ss © Write to ABP for: BUSINESS PAPERS, COSMIC TOOL FOR EXECUTIVE DEVELOPMENT 


How to Sell the Dealer... 
Here's a thoroughly realistic analysis of sales objectives 
in advertising-to-dealers ...a “training course” for 
everyone with a hand in the important job of moving 
more merchandise. Now ready is a “file that sets up 
Write to your ABP merchandising paper (or to ABP) for: THE MAN IN THE MIDDLE 


eight practical sales objectiveg-—and eight basic copy 
themes to meet them .. plus the first of eight folders 
spelling out each copy theme in detail, with examples 
of ads that make each copy: idea sell. 
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Why do ABP papers stand ‘way out front in 
almost every field? They're all ABC-audited, 
paid-circulation papers. Their editing’s got to be 
good to build subscriptions. People pay for what 
they choose to read...and two million sub- 
scribers pay over $8,000,000 a year to read ABP 
papers. This means strong reader interest ...a 
receptive climate for advertising. That’s one 
reason why it’s always worth your while to look 
for the ABP and ABC symbols when you're 
building your list. 


ff 


All members of Asp are proud members of ABC Iona” 


THE ASSOCIATED 
BUSINESS PUBLICATIONS 


Founded 1916 


205 East 42nd Street, New York 17, N. Y. 


Murray Hill 6-4980 
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in business 





March / volume 2.4; (in pages) over 1952 


1953 1952 


volume 
papers 


pagechange % change 





37,127 


Year to Date/volume 4.0°, (in pages) over 1952 


1953 1952 


page change 





f 363 64 if 


it 


105,134 101,119 


March pages 
Industrial group 1953. 1952 1953 


f 


Pages to date 
1952 Industrial group 


Year-to-date ad volume up 4%; 


March shows 2.4% increase 


® A GAIN of 2.4% (854) pages over 
March, 1952, was reported by the 
274 business publications whose ad- 
vertising volume is listed in INDUS- 
TRIAL MARKETING. For the year, ad- 
vertising volume is up 4,015 pages 
. . 4% more than at this time a year 
ago 

The 18 export publications, which 
showed a slight gain in February, 
lost ground during March, showing 
a percentage decrease of 6.2 or 
69 pages. For the year to date, ex- 
port publications reporting are 162 
pages (4.89) behind the volume 
carried during the quarter of 1952 

Greatest percentage gain during 
March was shown by the 27 class 
publications, which gained 2.9% or 
The 166 industrial pub- 
lications were a close second with 


88 pages. 


a gain or 2.8% or 639 pages. 

The 54 trade publications report- 
ing showed a gain of 2.3% or 146 
pages over March, 1952, while prod- 
uct news were up 1.8 or 50 pages 
over the volume reported by this 
group for March a year ago. 


March pages _ Pages to date 
1953. 1952 1953 1952 
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March pages Pages to date March pages’ Pages to date 
Industrial group 1953. 1952 1953 1952 Industrial group 1953. 1952 1953 1952 
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heer goes 
Supersonic, and....... 


Smail in number, big in buying power, brewers are part of the big-buying food industry. What 
zan you sell them? Here's a partial list of the equipment, materials, and supplies they buy: 


conveyors (all types) air-conditioning lubricants, lubricating systems 
pumps, valves, pipe, tubing, fittings measurement & control instruments motors, transformers 

hose, compressors, blowers, fans fillers, cappers generators, switches 

mixers, agitators closers, labelers controls, starters 

sifters, screens adhesives, papers meters, illumination 

dust collectors, strainers boxes, cartons, closures detergents, brushes 
magnetic separators barrels, cans, bottles germicides, vacuum cleaners 
filters, filter presses bearings, belts boots, rubber gloves 
centrifugals chain drives, gears bottle & case washers 
cookers, kettles speed-changers water treatment systems 
vats, tanks trucks, trailers building materials 

steam coils, pasteurizers automotive supplies hops, malt, rice 
heat-exchangers, pre-heaters turbines, engines corn grits, corn syrups 
coolers, steam sprayérs boilers, fuels cane & beet sugar, dextrose 
insulation, refrigeration burners, steam traps 








®y 
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Ah. = ® Inbrewery, bakery, cannery, 
dairy, meat plant —they tolerate no barriers (sonic included) in 
today’s drive to engineer better food products at lower cost. Good 
example is ‘supersonic beer”: You throw ultra-high-frequency 
sound waves into a cooking vat full of hops, and the vibrations 
break down the hops so thoroughly you can save up to 40% on this 
basic ingredient. What’s more, your beer clarifies better, matures 

better, and tastes — well, prosit! This kind of new engineering feat 

makes food hot — one of your hottest industrial markets. 














the world is FE’s oyster as it serves this 
hot market. Its editors reached across to Germany for the full story 
of this first food-plant use of ultrasonics. For this new tool can be 
used in pasteurizing, mixing, sterilizing, and other operations, in 
food plants of all kinds. And Foop ENGINEERING’s job is to help 
each kind of food plant use the experience of the others. 












That kind of editorial performance has tripled FE’s all-paid cir- 
culation in 12 years. It’s why the men who buy in food plants 
vote FE tops in every industry-wide readership poll. It’s why FE 






carries far more advertising than any other industry-wide food- 
plant magazine—and why that volume keeps growing. 






come ’n’ get a taste or the one billion dollars 
food plants are spending for new plant and equipment this year. 
It can be your steady diet; for the food industry is embarked on 
a technological revolution and faced with a rapidly-growing popu- 
lation (all eaters). Food plants will grow steadily, modernize in- 


LULU) 


ENGINEERING 










tensively, for an indefinite time to come. 












Hot book. Hot market. 









ie qauils . VEGETABLES e 


PLANT MANAGERS 


-~ fe SUPERINTENDENTS a 
y fy AND STAFFS Va 2 
oe) = / COMPANY ZY Foon \ 


3/ orricims > 0" TECHNOLOGISTS \ 


Quality-Controt | 


President (EQQD PLANTS| — Monager | 

















2 
| Fd Vice-Pressdent Ss 
Treasurer WHO suv / Chet Chemist 
a OR INFLUENCE | 

votary BUYING Research j 
Owector 
























A McGRAW-HILL PUBLICATION 


HITS YOUR 
SALES TARGET! 








330 WEST 42ND STREET, NEW YORK 36,N.Y. 
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Media changes. . McGraw-Hill vice-president a lirector of Display advertising . . will now be a 
>d by Industrial Consultant, Philadel 
John M. Weber . . has been m a vic k Bernard Lekoff has been appointed 
president of Rogers Publishiftg Co., Detroit Se Ue cachitieay: “ap 1avertising sentative 
Alan Cazier . . 
jer { West 


Publishing C 


Carl J. Coash . . ha: d adver xr of Pi nd Q r's New York Fred Frisenfeldt 


tising sales manager of Coal Age, Engi in the Clevelan 


aod ; ; 
neering & Mining rnal and E&MJ Metal ield e lishing 


& Mineral M ee Dwight Early and Sons . . Chicago, are Miss Shirley E. Roberts . . has 
manager in the Chi the newly inted advertis , staff of Modern Materials 
sentatives for 1erican Found 1an. They ton, as staff artist. Miss 
was art eaitor 


Francisc 
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~ Let’s swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Covering letter does two-way job 


Every month we distribute a Product of 
the Month to our branches and Industrial 
Contractors. Since we had an attractive 
folder, we didn’t want to clutter it up 
with an outside covering letter. The solu- 
tion was a letterhead with the top printed 
upside down. The rest of the page con- 
tains our sales message. This sheet is 
placed inside the cover of our folder, with 
the top lapped over on the front where 
it thet 8 right-side-up, “Product of the 
Month.”’ This immediately gets over the 
point of the promotion and provides an 
effective way of attaching a covering let- 
ter containing the sales message. We have 
quantities of the letterhead in stock and 
simply change the message, depending 
upon the particular product to be pushed 
for the month. 


Barry G. McCabe, Assistant Adv. Mer., 
Owens-Corning Fiherglas Corp., Toledo, Ohio 


Makes one label take the place of two 


Here is a label idea that can be made up 
by any printer, and will considerably re- 
duce your production costs on this item. 
The labels are designed with a perforated 
strip at the top saying “First Class Mail”’ 
and another perforated strip at bottom 
saying ‘Fourth Class Mail.’’ When you 
are ready to use the label, simply tear off 
the undesired strip. Thus, one label elim- 
inates the need for keeping both First 
and Fourth Class on hand. 


Rex Farrall, 
Rex Farrall Advertising Agency, Inc, 
Canton, Ohto 


Follow-up letters build good will 


We have been using a simple idea for the 
past few years that has paid us well in 
goodwill and better public relations 
Our salesmen make a daily report giving 
details of their calls, person interviewed, 
results and potentialities. From this re 
port we send a personal letter direct to 
the individual, thanking him forthe cour 
tesy extended to our salesman and ex- 
pressing our desire to be of some service 



















Read in column at left about a new way to handle covering letters. For a sure way 


to produce better promotion pieces, read below about Hifect Enamel. 





to his firm. The sending of this letter ts 
imperative with new persons called on or 
the opening of a new account. It is used 
quite frequently with regular accounts 
and certainly with accounts which might 
show some irregularity. This practice has 
not cost us very much in time or money, 
and the results have been far ahead of 
the cost. It builds up our name with 
the buyers we wish to build with, and 
makes it so much easier for Our travelers 
on their next visit 


Robert I Barr, 


Southern Whelesale Jewelers, Valdosta, Georgia 


Your sales message sells 


Have you ever stopped to analyze the 
difference between a “just average” 
promotion piece and one that compels 
attention, holds your interest and spar- 
kles with color, sharpness, lustre? We'll 
bet our bottom spruce tree that an im- 
portant difference is the paper that's 
used. Take Hifect Enamel for example 

a sheet that’s brilliant-white, smooth as 





S 





Do you have an item of interest? 
Let’s swap ideas! 


All ideas contributed become the prop 
erty of Kimberly-Clark for use in any 
printed form. For each idea used in our 
magazine advertising we will give the 
sender name credit and a $50 Defense 
Bond. In case of duplicate ideas, only 
the first received is eligible for the award 
This offer supersedes any offer published 
in previous advertisements, and contin 
ues for two months only. Address ‘Let's 
Swap Ideas’, Room 438, Kimberly-Clark 
Neenah, Wisconsin 


on Hifect Enamel ! 


silk and prints like a million dollars. 
Hifect has that extra something to make 
your folder or broadside fresh, new and 
exciting. It’s our finest printing paper 

it will match any enamel you've ever 
used before. And Hifect is priced right 
for your budget! We hope you'll try it 
soon—as soon as you have a sales 
message that really has fo sell! 


Products of 
Kimberly- 
_ Clark 





THE TEXTILE INDUSTRY IS A BIG... AND ACTIVE MARKET 


Half billion for 
mill expansion and 
modernization 


1,276 major textile projects announced in 1950-52 


A L YOU HAVE TO DO is look at the rec- 
ord, The modernization and expansion 
program which characterizes the huge tex- 
tile industry is a coutinuing project. 


For the past five years expenditures for 
new buildings, machinery, equipment, and 
improvements in existing plants have 
averaged one-half billion dollars yearly. 


Leaders in U. S. textile manufacturing 
predict that 1953 irvestments will equal or 
surpass that average. Based on past per- 
formance and current activity, their con- 
fidence is well founded. 

Textile manufacturing, therefore, is one 
of the country’s most bountiful sources for 
industrial sales. Not only for textile ma- 
chinery and supplies, either. For you who 
sell general industrial equipment the re- 
wards can be great. 


In the competitive selling which faces 
you, TEXTILE INDUSTRIES is your most 
helpful advertising medium. Mill men re- 
gard this publication as the authoritative 
technical journal serving their field. More 
men in U.S. A. and Canadian textile mills 
read it than any other textile publication. 

You will get more inquiries and can 
trace more direct sales from advertising 
in TEXTILE JNDUSTRIES. By combining Di- 
rected Distribution with net paid circula- 
tion, TEXTILE INDUSTRIES gives you the 
nearest possible coverage of all buying 
influences in the textile manufacturing 
market. 

Let a representative tell you about this 
more productive plan for advertising. His 
story makes sense. 

TEXTILE INDUSTRIES, 806 Peachtree Street, N. E., 
Atlanta 5, Georgia 


*ersr2 @eeneeeeeeeeeeeeeneeeeeeeeeeeeeeeeneeeeeeeeeeeeeeee em ehlethlcelUcle 
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THE TREND TELLS THE STORY 


1,276 new construction, major expansion 
and plant modernization projects were re- 
ported by “Textile Industries News” during 
the 1950-1952 period. There were 397 in 
1950, 426 in 1951 and 453 last year. 

Reproduced here as reported this year 
are typical projects now underway or 
planned. These are only a few of those 
reported. 


Hopewell, Va.—Construction contract has 
been let by Allied Chemical & Dye Corpora- 
tion for $23,000,000 project here. Completion 
expected in about 24 months. 


Bogart, Ga.—$200,000 fire loss including 
building, equipment and stock sustained by 
Upchurch Mills, Inc. Rebuilding to. start 
soon. 


Bridgton, Me.—Abbott Worsted Company 
completing plans for $500,000 new plant in- 
vestment in Bridgton. As recently reported, 
this company also has approved plans for 
$2,000,000 operation at Seneca, S. C. 


Lenni Mills, Pa.—Allan Yarn Mills, Inc., has 
been incorporated with a capital of $100,000 
to operate a mill in this vicinity. 


Coosa Pines, Ala.—Beaunit Mills is increas- 
ing production at new local rayon yarn mill. 
Plant represents reported investment of 
$23,000,000. 


Greenville, 8. C.—Belrug Mills, Inc. has ap- 
proved plans for new mill, will double num- 
ber of looms now in operation by company. 
$450,000 investment. 


Cleveland, Ohio—-Industrial Rayon Corp. 


mill addition reportedly will cost approxi- 
mately $500,000, with equipment. 


Statesville, N. C.—Statesville Finishing Co., 
Inc., recently chartered with $100,000 capi- 
tal, plans operation of local dyeing and fin- 
ishing mill. 


Indianola, Miss.—-$3,100,000 expenditure for 
equipment and construction on jute and 
hemp yarn, twine and thread mill to be 
operated by Ludlow Mfg. and Sales Co. 


San Francisco, Calif.—State proposes cotton 
mill estimated to cost $2,500,000 for San 
Quentin Prison. 


Clinton, S. C.—Clinton Cotton Mills has let 
general contract for new addition. Cost with 
equipment reported $1,000,000. 


Lowland, Tenn.—American Enka has au- 
thorized a yarn mill expansion program 
reportedly costing $4,000,000, Power station 
will be enlarged, new equipment installed. 


New York, N. Y.—-Debonaire Hosiery Mills, 
Inc., capitalized at $100,000, will operate a 
knitting mill for producing full fashioned 
hosiery for women. 


Anderson, S. C.—New building and equip- 
ment costing approximately $300,000 will be 
addition to Haynsworth Mill, dress fabrics 
manufacturer. 


GOOD BUSINESS 
LEADS HERE FOR YOU 
Get on the list! 


ie + ‘4 


“Textile Industries News” is a 4-page, 
semi-monthly digest reporting new construc- 
tion, machinery installations and contem- 
plated purchases by textile mills. We will 
be glad to send it free to manufacturers 
and their representatives interested in tex- 
tile business. Write today. 


Textile Industries 
sells the textile industry 


April 1 53 [17 








In the impressive 35th Annual Statistical Issue of AUTOMOTIVE 

INDUSTRIES, 392 manufacturers of parts, accessories, production 

385 6 equipment, materials, supplies placed over 385 pages of adver- 

P tising. This represents the largest advertising page total in the 

long history of the Statistical Issue (first compiled in 1919) and in 

pages of the history of AUTOMOTIVE INDUSTRIES itself (first published 

a. in 1895). This is high tribute to the news magazine of automotive 

advertising and aviation manufacturing and is indicative of its growing im- 

portance as the ONE medium for penetrating this $23.3 billion 
industrial market. 


In 3,249 automotive and aviation manufacturing plants over 
15,000 engineering, design, production, and administrative exec- 


13 =) pages utives will find this valuable issue their ONE complete source of 
of statistics reference data on automotive and aviation specs; production, 
plus 75 pages sales and registration totals; and an abundance of other useful 


: ‘ editorial information. 
of editorial 
features From its advertising sections, they will learn of the many types of 
products, parts, materials, and equipment offered by American 
industry. 


AUTOMOTIVE INDUSTRIES 
A CHILTON Publication 


Chestnut & 56th Sts. Philadelphia 39, Pa. 


BP) U) 
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Chapter activities 
of the National Industrial 
Advertisers Association 





Decry industrial 


New Jersey clinic says girl 
art is ‘wasted’ in industrial 
exhibits, publication ads 


@ NEWARK, N. J. . . Cheesecake in 
industrial advertising is cheap, friv- 
olous and useless unless it’s very, 
very functional. 

That summarizes the ideas ex- 
pressed by industrial admen during 
panel discussions of show exhibiting 
and business publication advertis- 
ing at an all-day clinic sponsored 
by the Industrial Advertisers of 
New Jersey. 

Panel participants were unani- 
mous that pretty girls, trade gim- 
micks and souvenirs are wasted on 
trade show visitors. The only pretty 
girls who help sell industrial equip- 
ment on display are those who are 
trained, capable demonstrators of 
equipment. 

Even then, some admen believed, 
the girls tend to distract attention 
from the equipment. 

Which shows that industrial ad- 
men are distractable. The panel 
was quick to emphasize that they 
were just as appreciative of curva- 
ceous, feminine charms as any other 
group of males . . but that such ap- 
preciation simply takes the buyer’s 
mind off his work. 

Addressing a dinner meeting con- 
cluding the day-long sessions, G. D. 
Crain, Jr., publisher of INDUSTRIAL 
MARKETING and Advertising Age, 
told the group of admen that their 


futures and the future of industrial « 


advertising in the harder-selling, 
more competitive decade ahead may 
depend on how well they merchan- 
dise. This, he said, will involve not 
only ‘selling’ the advertising to the 
sales and distribution organization, 













4 


ad cheesecake 


but dramatizing and pointing up the 
advertising and its impact in such 
a way that the advertising itself 
becomes exciting news among buy- 
ers and sales representatives. 

At another session, H. B. Sharer, 
sales training specialist, U. S. Rub- 
ber Co., said that a common weak- 
ness of industrial salesmen was that 
they sell products instead of what 
products will do. He demonstrated 
with a number of tricks and gim- 
micks the importance of getting 
prospective buyers to understand 
and believe what a product will do 
by means of practical demonstra- 
tions. 

A panel on publication advertis- 
a 


news 


National headquarters * 1776 Broadway, New York 19, N, Y. 
Gene Weidereit, president 
Blaine G. Wiley, executive secretary 









ing brought out that advertisements 
are frequently read before editorial 
contents in business papers; that 
the average advertising manager 
gives one to four hours to reading 
business publications; that color ads 
are preferred to b&w; that position 
catches the eye but contents of an 
ad is what holds interest; and that 
industrial buyers want facts about 
products and what they will do, and 
regard sex appeals as out of place 
in business publications. 

Panel members included Karl 
Mayers, Purolator Products, mod- 
erator; Joseph Van Nest, of same 
company; Gustie Stevenson, Con- 
mar Products Corp.; John Patter- 
son, National Oil & Supply Co., and 
Frank Hausman, Esso service sta- 





Brass .. At meeting of Eastern Industrial Advertisers, Philadelphia (from left) Geoffrey 
Smith, president, Girard Trust Corn Exchange Bank; Walter Williams, undersecretary of 
commerce; Richard Sickler, EIA president; Thomas B. McCabe, president, Scott Paper Co. 
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tion operator. 

At the panel on trade shows, pet 
peeves expressed were: high pres- 
sure salesmanship; small booths 
attendants Who can’t answer ques- 
over-emphasis on 


tions; pretty 


girls instead of product informa- 
tion, and too many cocktail parties. 

The panel included Elliott Char- 
lop, advertising manager, S. Blick- 
Frank Cur- 
ran, purchasing agent of the same 
company; and A. P. Moore, E. I 
duPont de Nemours & Co. 


Ten exhibitors received awards: 


man Inc., moderator; 


Purolator Products, for the most 
original mailing piece; Ever Ready 


Label 


promotion idea; S. 


most original sales 
Blickman  Inc., 
booths; Alloy 
co: Hyatt 


bearings division of General Motors 


Corp., 
exhibit Cooper 
Foundry publicity; 
Corp., for best individual advertise- 
ment; Allan B. DuMont Laborator- 
ies, best advertising campaign; 
Diehl Mfg. Co., best catalog; N. Y. 
Belting & Packing Co., best direct 
mail campaign; Worthington Corp., 
best external house magazine, and 
DuMont again, for the best internal 


house magazine. 


Awards totaling $11,250 to go 
to admen under NIAA auspices 


® NEW YORK Awards totaling 
$11,250 will be presented to indus- 
trial admen in eight contests ad- 
ministered by the National Indus- 
trial 
year. 

Contest regulations are explained 
in a 12-page booklet of which 4,000 
copies are now being distributed by 


NiAA headquarters. NIAA has dis- 


continued its traditional practice of 


Advertisers Association this 


presenting the awards at the an- 
nual conferenGes* Bet donors of the 
. > will exhibit winning 

jal ‘displays set up at 


Jane 22-23-4aPitts- 
aye o-oo 


cash aw 
entrygey 
the ¢ ( 
a & 
burgh. 


NIAA will sponsor three of the’ 


teste, Ineluding the 14 “Topper” 
for effeefives industrial ad- 

hd promotion; chapter 

ip awards for greatest in- 

net membership; and pub- 

lishet$ awards 


for most useful and-valuable pres- 


sales presentation 


entations Deadline for entries in 
each group is May 31 


InSaddition, awards will be made 
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by the following 


Putman Publishing Co., Chicago, 


for the best documented proof of 


results from industrial advertising. 
Winning entry will receive $2,500; 


second place, $1,500; third place, 





NIAA 


1 t 
Uh Final plans were announced 


tor the seventh annual conference 
of the National Industrial Adver- 
tisers’ Association to be held in St. 
11-13. The theme of 
the conference was: “Can Indus- 
trial Advertising Reduce Industrial 
Selling Cost 
gram chairman was George Corey, 
NIAA who 


promised 


Louis, June 


and How?” Pro- 
second vice-president, 


“fewer speeches, more 


time for discussion each session 
a big round-table conference.” Hart 
Vance, Jr., president, Personalizing 
Service Co., St. Louis, headed the 
exhibit committee, and L. F. John- 
son, Brockland-Moore, Inc., headed 
the publicity committee 
E. C. Andrews, Philip 
Inc., Chicago, presented a talk on 


Ruxton, 


color at the last meeting of the 


Advertisers’ Associa- 
Mr. Andrews de- 
scribed and demonstrated the Mun- 


Engineering 
tion of Chicago. 


sell system of color definition, which 
uses the photometer, a device by 
means of which colors may be rated 
exactly, and described by number. 
At the meeting, Walther 
Buchen, Buchen’ Co., 
Chicago agency, discussed adver- 
rates.. Mr. Buchen showed 
by charts based on a study of rates 


same 


president, 
tising 
and circulations of business papers 


1919 to 1927 that both gross 
thousand 


from 
rates and the raté per 
have gone up, and that similar ad- 
have taken both 
newspaper and magazine rates. He 
said that the charts indicated that 


vances place in 


the limit in increased space costs 
has about been reached. 


Die 
he 
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HELP YOURSELF TO THIS 


Wraar's your particular advertising problem .. . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advertising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


AOVERTINERS 
Ati 


The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 43 cities 
in the U. 8. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations 


Got the whole story 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y 


Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations 
Name 
Tile 
Company 
Nature of business 
Address 
City 











$1,000. Deadline is May 15. 
Industrial Press, New York, for 
the best presentation to manage- 
ment of client proving the need for 
advertising program. 


Deadline is May 


a specific 
Award is $1,000. 
15 

Six exhibit companies (DeVorn 
Displays Corp.; Gardner Displays; 
Gardner, Robinson, Stierheim & 
Weis; General Exhibits & Displays; 
Hadley Displays; and Product Pres- 
entation, Inc.) for exhibits present- 
ing evidence of exhibit planning re- 
lated to well-defined sales and pro- 


motional objectives. First prize is 


Ad award winners, all members of Indu 


from left) Earl] Wardle, Republic Steel 


rner & Swasey Standing 


ind, which presented 


Baker-Raulang wins TF Club 
award for industrial ads 


® CLEVELAND . 
has been awarded to the Baker- 
Raulang Co. by the TF Club of 
Cleveland for 
company’s industrial advertising. 


. A first place plaque 


excellence of the 


The plaque and a gold watch was 
Thomas Willson, 
advertising manager, Baker-Rau- 
lang, at the club’s third annual 
awards dinner. G. M. Basford Co., 


Cleveland, is the company’s agency. 


presented to R. 


Plaques and watches also were 
awarded to three honorable men- 
tion winners: 


Joseph E. Craig, advertising man- 
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$1,250; second prize, $750; third 
prize, $500. Deadline is May 15. 

McGraw-Hili Publishing Co., New 
York, to two chapters whose ac- 
tivities have made most valuable 
contributions to advancement of in- 
dustrial advertising as constructive 
force for economic and social prog- 
ress. First prize, $1,000; second 
prize $500. Deadline is May 31. 

Traffic Service Corp., Chicago, to 
three of best NIAA chapter pub- 
lications. First prize, $500; second 
prize, $250. Deadline May 31. 

All entries must be sent to NIAA. 


ager, Warner & Swasey Co. (agen- 
cy: Griswold-Eshleman Co.); Earl 
H. Wardle, manager of advertising 
and product engineering, Steel & 
Tubes Div., Republic Steel Corp. 
(agency: Meldrum & Fewsmith); 
and Henry Roemer, Jr., president, 
Sharon Steel Corp. (agency: Mc- 
Clure & Wilder). 

More than 200 industrial adver- 
tising managers and business pub- 
lication space 
tended the awards dinner, which 
was climaxed by a dramatic skit, 


representatives at- 


“Heavenly Daze,” satirizing space 


salesmen, publishers, sales man- 


agers, top management and others 
who affect the advertising man- 


ager’s job. The skit was written by 
Carr Liggett of Carr Liggett Ad- 
vertising Agency and was played by 
members of the TF Club. 


Mail survey helps develop 
NIAA conference program 


® PITTSBURGH .. A mail survey will 
help assure that the program of the 
annual conference of the National 
Industrial Advertisers Association 
here June 22-25 will be tailored to 
fit the up-to-the-minute needs of 
NIAA members. 

The survey involves a two-page 
questionnaire being mailed to NIAA 
members, asking them to rate 13 
possible program subjects as “good, 
fair or poor.” Members are invited 
to write in any additional program 
suggestions. The survey is being 
conducted by program chairman 
Bennett S. Chapple, Jr., of U. S. 
Steel Corp. 

Program subjects listed include 
selling management on the value of 
advertising, getting the most from 
your advertising agency, doing the 
most with a small budget, the busi- 
ness outlook, building your com- 
pany’s future through good public 
relations, how to have exhibits that 
really sell, buying business paper 
space, getting the most from direct 
mail, what’s ahead for export, build- 
ing catalogs, industrial movies. 


Get out in the field, speaker 
tells advertising managers 


® NEW york .. Industrial ad man- 
agers today must be sales-minded, 
management-minded and customer- 
minded, Edwin L. Andrew, execu- 
tive vice-president of Fuller & Smith 
& Ross, told members of the Indus- 
trial Advertisers Association, New 
York chapter of National Industrial 
Advertisers Association, in March. 

The speaker declared advertising 
men must become intimately ac- 
quainted with problems that con- 
front their companies’ sales staffs . . 
that salesmen need more practical 
help from the advertising depart- 
ment and less so-called ammunition 
in the form of ad proofs, direct mail 
folders, media schedules. 

To make industrial advertising 
more effective, he said, new types 
of vis demonstration, sales talks, 
cust meetings and _ training 


me’' , must be devised. 











the chemical engineer 


You won't see him but there’s a chemical 
face on your television set .. . the phos- 
phor coating in the tube screen that makes 
the picture possible. It made possible, too, 
another test for the chemical engineer's 
ingenuity ... in developing processes that 
brought these super-pure chemicals to 
full-scale production. 

An unusual sphere for the chemical 
engineer? Not at all! The needs for his 
talents are myriad. . . new products from 
sawdust, silicones, phosphates—a whole 
new chemical dictionary out of petroleum 


and coal — new profits from wastes. . . 


a veritable wonderland of progress. And 
how fast it’s happened is best illustrated 
by the many chemical firms with 40 to 50 
percent of income from products that 
didn’t even exist ten years ago. 

No phase of American living is un- 
touched by the magic of the Chemical 
Process Industries. As Life Magazine 
said of the field... “it has scrubbed the 
modern world with detergents, doctored 
it with synthetic drugs, dressed it in syn- 
thetic textiles, cushioned it with synthetic 
rubber and adorned it from head to toe 
with gaudy plastics.” 


is on IV 


But what does this mean to advertisers? 
It means a market buying industrial 
goods and services at a rate of $39 bil 
lion a year. It means a strong selling 
effort directed to the chemical engineer. 
It means CHEMICAL ENGINEERING, a 
magazine whose very closeness to his 
buying power can build more sales for 
you. Are you making the most of it. . . 
to sell the chemical engineer, here in 
America’s fastest-moving market ? 
Chemical Engineering 
A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y, 


(ABC+ABP) 
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Top Railway Management — important to 


who they af@—Railway executives, top man- 

agerial officers and department heads in- 

sell products clude: Chairmen, Presidents, Vice Presi- 

dents, Treasurers, General Managers, Gen- 

a eral Superintendents, Freight and Passenger 

used in Traffic Managers, Purchasing Agents, Gen- 

eral Storekeepers, and heads of technical 
departments. 


do you 


connection with 
what they d0—These men are responsible for 
over-all efficiency. They keep a close check 
tracks, on finances. They include the authorizing 
and appropriating officers. They have an in- 
" terest in products from the standpoint of 
bridges, efficiency of operation, customer satisfaction, 
and economy. They include the men who 
oe 
buildings ? 


place the orders. 





saa 


Engineering and Maintenance Officers — important 


who they af€—Chief Engineers, Engineers of 
Maintenance of Way, Engineers Bridges and 
Buildings, Superintendents or Engineers of 
Water Service, Superintendents of Work 
Equipment and Welding, Regional or District 
Engineers, General Supervisors of Bridges 
and Buildings, Division Engineers, Road- 
If you sell this or any other branch masters, etc. 
of the 3 billion dollar railway market, 
write for your free copy of what they d0—These men are responsible for 
1953 Railway Market & Media, the construction, upkeep, and repair of fixed 
which reports annual purchases and properties. They are responsible for efficient 
current trends in the railway market. ‘ ; ‘ 
‘aihen, naiaiteiael Media auiliiaaliins practices and work directly on the specifica- 
routes to railway sales through tion and selection of products for tracks, 
selective use of the bridges, buildings and other structures. And 
Simmons-Boardman publications. they report to their superiors on the per- 
formance of these products. 








Headquarters for Railway Marketing Information 





RAILWAY AGE | 





RAILWAY AGE is read by over 90% of this 
management group which you must reach 
for favorable consideration and approval. 
It is the broad coverage medium serving the 
entire railway field with important news 
developments weekly. It is the only maga- 
zine written specifically for railway manage- 
ment, 


Use RAILWAY AGE to speed management 
acceptance of your product by presenting 
its efficiencies and economies. 


Net paid railway circulation—10,543; total 
net paid—14,501. 


RAILWAY AGE'S paid RAILWAY Circulation 
Up 96% in 212 Years. Subscription Renewals 81%. 


to you because they specify, and check performance. 


TRACK aos 
STRUCTURES 














RAILWAY TRACK & STRUCTURES (formerly 
Railway Engineering & Maintenance) has 
the largest railway circulation of any railway 
publication in this specialized field, because... 


RAILWAY TRACK & STRUCTURES is the only 
publication devoted exclusively to this spe- 
cific branch of railroading. That’s why its 
readers back it with paid, audited circulation. 
It is the publication to use to explain, demon- 
strate and sell the advantages of your 
products to the men most directly concerned 
with it. 


Net paid railway circulation—6,767; total net 
paid—7,642. 


RAILWAY TRACK & STRUCTURES’ paid RAILWAY 
Circulation Up 26%. Subscription Renewals 89%. 


the combination 
that speeds sales 


RAILWAY AGE for management 
which gives the final approval 
and often initiates major 
improvement programs. 


Because . . . Ram-way AGE is the 
recognized authority on railway 
matters ... has the business point 
of view ... covers all important 
developments from the executive 
and management standpoint... 
reports the news... interprets events 
and developments. . . alerts the 
industry to significant trends... 
mailed every Friday night, it is on 
top of events as they occur... best 
read in the railway industry. 


RAILWAY TRACK & STRUCTURES 
for the engineering officers who 
specify, use, and inspect products 
to cut costs and improve methods 
and practices. 


Because... RAILWAY TRACK & 
STRUCTURES is concentrated wholly 
in the engineering and maintenance 
department ... providing the largest 
editorial coverage and the largest 
circulation coverage of engineering 
and maintenance officers of any 
railway publication. 


When you use both you have the 
advantage of combination rates and 
reach an unduplicated audience of 
16,340 railway men. 


Remember, total space used in 
RAILWAY TRACK & STRUCTURES 
and RAILWAY AGE can be counted 
in determining yearly rates in 
either publication. 


For full details see our Service-Ad 
in Standard Rate and Data. 


New York 7. 30 Church Street 


SIMMONS-BOARDMAN PUBLICATIONS “ev 3 79 es Monee sree ABP py 


eveland > Terminal Tower 


RAILWAY AGE « RAILWAY LOCOMOTIVES & CARS « RAILWAY TRACK & STRUCTURES « RAILWAY SIGNALING & COMMUNICATIONS 
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Standard Pressed Steel boosts 
salesman’s ego, helps relation 


s Standard Pressed Steel Co., Jen- 
kintown, Pa., has the welcome mat 
out for industrial salesmen with a 
booklet entitled “We Love Sales- 
men!” 

The booklet, which is given to all 
salesmen calling on the SPS pur- 
chasing department, also is handed 
to purchasing agents throughout the 
country by SPS salesmen making 


calls 
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Vest-pocket size and done with 
humorous cartoons in two colors, 
the booklet is 342x6” 

In addition to making the sales- 
offering the 
restful 


man feel welcome by 
“little 
waiting room (though we hope you 


conveniences . .a 


won't have to wait), a place to hang 
your hat, washroom and telephone 
booklet 


purchasing agent’s 


service,” the saves. the 


salesman and 


ideas 


booklets Fé direct mail 


slide films Fy sales helps 


Yo 


time by listing generally the prod- 
ucts SPS buys for manufacturing as 
well as materials required to op- 
erate shops and offices. 

The center of the booklet is a 
spread showing how the SPS plant 
can be reached by automobile, 
where the visitors’ parking lot is 
and its position in relation to the 
entrance of the purchasing depart- 
ment. 

A final help in the booklet is the 
list of key men in the purchasing 
department and their jobs. 

The back cover, very appropriate- 
ly, shows a salesman driving away 
from the SPS plant, waving an en- 
thusiastic farewell. 


pener 


In Use . . Letter 


ny 
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Desk gadget is good 
for remembrance advertising 

Duluth Buff Co., Chicago, uses a 
new type letter opener for remem- 
brance advertising. 

The gadget, called the “Zipp” let- 
ter opener, is a 5'%x3%” table 
top model, molded of Bakelite sty- 
rene plastic. Space is provided to 
imprint company or product name. 

Simple to use, the letter opener 
has a slot through which unopened 
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When trained salesmen spend time prospecting and “cooling their 


heels” in reception rooms, it’s a terrific waste of expensive manpower. 


Advertising in NEW EQUIPMENT DIGEST can stop a lot of that 
waste... open the doors for your salesmen... bring them more 
quickly to the point where they can close sales. That’s because of 
N.E.D.’s proven ability to produce sales leads from men who 

are in a position to buy. Every inquiry is an invitation for your 
salesman to call... and it comes from a man who is already 


interested in your product. 


Every month, more and more alert advertisers are using N.E.D. 

to help make their sales efforts more productive. Yet the volume 

of sales leads produced by N.E.D. continues to grow even faster 
o) ‘ ‘ ! 

66,699 COPIES than the volume of advertising! 


(total distribution) 
Today, N.E.D. delivers more concrete sales results per dollar 


200,000 of advertising than ever before in its history. 
READERS 


in 40,209 
PLANTS 


pass ALONG 


_—_———— 
A PENTON PUBLICATION EW 


CoA JquIPMENT 
1213 West Third Street IGEST 


Cleveland 13, Ohio 
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There’s a constant demand in the Chemical Process Industries 
. for equipment, materials and services ... for more capacity 


to convert today’s research discoveries into tomorrow's new 


products. It’s a booming market, with growth trends shooting 


upward ... predicted to outstrip all manufacturing from now 
to 1960. And in this keenly competitive field, businessmen rely 
on Cuemicat WEEK for the news that influences profits. In the 


process industries ... it’s management's own magazine. 


bee sg AN ALA 


WEEDKILLER ON WHEELS is a most effective weapon for the railroads as 
herbicide spray cars are now being readied for the spring weed onslaught. 
“Killers” as well as “growers” are heavy sellers in the booming agricul- 
tural chemicals field— just one segment of the Chemical Process Industries, 
America’s fastest-moving market. 


CANADIAN CAPERS —the success march of Canadian Industries, Ltd., from batching 
black powder in stone huts 42 years ago to big scale chemical production. Here’s CIL’s 
showpiece for nylon intermediates under construction at Maitland, Quebec. Home or 
abroad, chemical building clips along. 1952°s domestic capital spending bill — $7 billion. 


me , 


4\ » 


SOAP OPERA—and here's little Suzy sing- 
ing in her sudsy tub, as old-time ingredient, 
tallow, makes a comeback. Market for de- 
tergents and other uses could absorb at 
least 200 million pounds. With develop- 
ments like this cropping up all over, is it 
any wonder the CPVs annual product value 
is well up over the 50 billion dollar mark? 





ALERT MANAGEMENT i ably represented here by Dr. John A. Patterson, Manager of the Rust Process 
Design Company. His baby is zirconium, the rare metal that has intrigued so many technical men 


with its resistance to most acids and alkalies, its high melting point and other virtues. Dr. Patterson 


says, “When you're as close to the chemical process field as 1 am, CuimicaL WEEK is a must.” 


With editorial stress on business problems, CHemicaL WEEK 
integrates the overlapping interests of all levels of manage- 
ment, Succinct, timely and with dollar sign italicized . . . it’s 
written in language businessmen understand. That’s how in the 
CHEMICAL WEEK provides a fast-acting sales tool for process ; ’ . 
, chemical process industries 
advertisers. It's addressed exclusively to men who control the 
industry's purse strings ... read by the hard-to-sell executive _.. it's 


groups in America’s richesi industrial market, ' 
managements own magazine 


dert management, and...Chemical Week 


A McGRAW-HILL PUBLICATION * ABC-ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N. Y 








Sales promotion ideas . 





letters are drawn. A_ small tri- 
angular blade at the bottom of the 
slot neatly slips the envelope open 
1/16 inch from the end. Extra blades 
are taped to the underneath side of 
the letter opener, and simple direc- 
tions are provided for changing 
blades when one becomes dull. 
The table top model also has space 
to hold a pen or pencil. Another 
model is designed as an attachment 


to a daily reminder or calendar pad 


Box of Rope. . 


Media Rack. . 





OkF.... a friendly personality which 








provides cmplovee benetite lihe these . 





Personality . . Th 
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THE PURCHASING DIRECTORY 
Industrial Buyers Reach for 


Mast | ith 
ss Q\ eee WI 


You can’t measure its value with a ruler 


... but will a directory of such 2. C-MPD’s ingenious, modern indexing sys 
a convenient size give them the in- tem is a real space saver. THERE IS NO 
formation they seek? The answer is an em- DUPLICATION OF LISTINGS. A/l/ the listings 
phatic... Yrs! and al/ the advertisements of a given prod- 


The question is often asked, ‘How is it uct appear in just one place—under the 


possible for the CONOVER-MAST PURCHASING 
DrrEcTORY to be equal in comprehensiveness 
toa much larger, thicker, heavier, poly-volume 
directory?” That question can be answered 
with FACTS—and here they are: 


product’s primary name. 


This spells greater convenience for the indus- 
trial buyer — greatereconomy forthe advertiser. 
Take a look at the chart below. It proves 
that more industrial buyers (all with tested 
1. C-MPD is wholly an INDUSTRIAL buying buying power) reach for the CONOVER-MAs1 
guide. Non-industrial listings are rigidly PURCHASING DirEcTORY than for any other 


excluded! directory. 
WRITE, WITHOUT OBLIGATION, TODAY—LEARN WHAT IT CAN DO FOR YOU 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 69% MORE MANUFACTURING CIRCULATION 


Conover-Mast THAN THE NEXT DIRECTORY 
: Total Circulation 
ceo es Os 
PURCHASING DIRECTORY tow 


THOMAS’ 6 857 19,943 ABC 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. REGISTER 189 Dec 1951 


MANUFACTURING CIRCULATION ALL OTHER [| 


CONSULT YOUR ADVERTISING AGENCY 


BRANCH 








Sales promotion ideas . . 








Care and Feeding of Sales Meetings .. : 


Nine ways to get selling help 
from an industrial distributor 


@® you Get nine kinds of sales help 
economically by selling through 
Hartley W. Barclay, 
industrial advertising manager, 
New York Times, told a New York 


meeting of the Machinery Dealers 


distributors, 


National Association 
The nine kinds of help 
1. The 


double guarantee of value and serv- 


distributor provides a 
ice, supplementing and increasing 
the guarantees provided by the 
manufacturers whose products are 
marketed 

2. The distributor provides vast 
savings in effort to his customers by 
providing prompt deliveries at the 


factory doors 


3. The distributor saves time in 
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buying for the customers by en- 
abling buyers to consolidate many 
items on one orde 

4. The distributor enables cus- 
tomers to operate with reduced in- 
ventories because the distributo: 
maintains adequate stocks 

5. The distributor saves time for 
engineers by constantly studying 
and analyzing the offerings of new 
products and providing the results 
of these studies to customers. 

6. The distributor provides valu- 
able technical services in analyzing 
and solving product application 
problems. 

7. The distributor saves time for 
customers in expediting by provid- 
ing prompt information on com- 


parative prices and specifications 


Automatic slide projector 
helps sales presentations 

An_attention-getting automatic 
slide projector, the “Admatic,” is 
now being marketed by the Admatic 
Corp., Chicago 
tion succeeds the Admatic Projector 
Co , also of Chicago 

The “Admatic” 


arate 2x2” slides, made from stand- 


The new corpora- 


includes 30 sep- 


ard 35 mm. color slides, to form an 
advertising program. 

Completely automatic, the device 
displays a new picture every six 
seconds on a 16x23” screen. is 


contained in a metal cabinet. 





Gets Looked At.. 





8. The distributor enables cus- 
tomers to save time in operations by 
ordering products in advance from 
distant suppliers, thus eliminating 
the need for long delays for freight 
from factories. 

9. The distributor provides con- 
venient credit facilities for some 


customers whose credit would 


otherwise have to be established 


with new suppliers and vendors 





. and the increasingly important roles played by research 
and analytical chemists in America’s laboratories, especial 
ly in the specifying and buying of researc h, analytical and 
plant control instruments, laboratory equipment and ap 
paratus, reagent and research chemicals, and component 


parts for instruments, 


You'll soon be talking about the wonderful sales results 
when you direct your products’ advertising to these men 
in ANALYTICAL CHEMISTRY, the meeting-place of 
the hard core of important buying factors in the 
$3,000,000,000 research market. They read ANALYTI 
CAL CHEMISTRY because it 1s the en/y magazine that 
provides them with technological data about the latest 
developments in their highly specialized field . . . and 
these developments appear on both the editorial pages 
and the advertising pages. That's why more and more 


advertisers ave learning that 


ANALYTICAL 
CHEMISTRY 





“~~ sells the 3 billion dollar 


| ree research market 


An AMERICAN CHEMICAL SOCIETY Publicanon 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO e CLEVELAND e SAN FRANCISCO e LOS ANGELES * SEATTLE ¢ DENVER ¢ DALLAS 
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a monthly im feature 


Diversification, research spark 


industrialists’ plans for the future 


Government and industry economists expect 85°% of the defense expansion program to be 
completed by year end; backlogs are shrinking in many industries and there are further 
signs that the defense program will taper off in 1953 and 1954. To find out what this 
may mean for marketing men, Industrial Marketing asked a variety of top executives what 
significance these developments have for their own companies and for industry generally. 


Their comments appear below. 





By W. F. Rockwell, 


haG 


KW 


® WHILE a slackening of the de- 
fense effort in 1953 will undoubtedly 
cause major adjustments in many 
basic segments of the economy, it 
should not materially affect Rock- 
well Mfg Co. 

Defense contracts account for only 
a small percentage of our produc- 
tion. In addition, most of our cus- 
tomers are not directly engaged in 
government work. On the contrary, 
there is a distinct possibility that a 
defense program lag would benefit 
our company by providing materials 
expansion 


for customer projects 
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previously held in abeyance. 

For over 25 years Rockwell has 
followed a planned program of di- 
versification. We have been suc- 
cessful in combining companies un- 
der a common management. that 
provide products applicable to basic 
markets such as petroleum, natural 
gas, electric and gas utilities, gen- 
eral industry and the consuming 
public. Such diversification has en- 
abled us to weather the effect of 
curtailed activity in any one market 

It’s predicted that plant expansion 
programs will gradually give way 
to modernization and replacement 
projects. Such action would create 
additional markets for our Delta 
Mfg. Division, makers of light wood 
and metalworking power tools. Ad- 
ditional opportunities for valve sales 
would logically accompany = any 
plant modernization programs 

We feel that overhauling distri- 


A monthly discussion, 

in which industry’s tov 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


bution systems and selling methods 
is a continuous part of business life. 
Rockwell 


methods and costs of distribution 


consistently studies its 
From our standpoint it would be a 
mistake to wait until a crisis such 
as defense slackening forces changes 
Early in 1952 we began the redis- 
tribution of Delta Homecraft tools 
through hardware jobbers. We have 
aggressively promoted a distributor 
sales policy to supplement sales 
force activity to petroleum accounts 
for several years. 

Obviously a major reduction in 
defense spending removes a_ prop 
We all know that 


such artificial props often provide 


from the boom. 


industry with a false sense of se- 
curity. Rockwell has planned for 
this test and should be in a good 
position to continue its growth pat- 
tern regardless of defense program- 


ming. 


‘=: Emmet G. Gardner 


te} 


® THE EFFECT OF the possible slow- 
ing down of the industrial activity 
engaged in defense production will, 
in our opinion, vary with the types 
of industry engaged directly in de- 
fense and serving the defense ac- 


tivity. It is our opinion that in 1953 





“Radio” is a way of Thinking! 


Just as “communication” needed to 
break its earthbound bonds of wire 
and take to the air, so industry is 
seeking and finding in radio controls 
new “tools” ranging from servo- 
mechanisms to electronic computors. 


THIS IS NO DREAM 


Radio engineers are making the “bright 
new world” which was the dream of men 
in World War II. Just as radio engineers 
bridged the lost silence of the sea by ship 
radio communications in the 1900s, so these 
same thinkers, as radio physicists unleash- 
ed the “radiation” power of the atom, and 
will harness it to industry. They have 
brought the picture of the world under 
your control by a knob in your home tele- 


vision — and have beaten the monotony of 


TAKING THE GUESSWORK OUT 


Such progress is no “happy accident.” Men 
do not “discover” television — they “en- 
gineer” it. A good example is the inevita- 
bility of color television. From “fission” to 
“computation” the job is done by an enor- 
mous process of information exchange — 
the methodical and brilliant teaming. to- 
gether of engineering thinking to solve a 
problem. In radio this work has been done 
deliberately by a growing engineering so- 
ciety, through its meetings and published 
proceedings, which unleash the minds of 


endless counting by the electronic computer. men. 

In 1952 “Proceedings of the I-R-E” published 1,792 text pages, exclusive 
of product news and departmental features. This is the word-count equiva- 
lent of seven 500 page textbooks on radio-electronics for engineers, and 
exceeds the contents of the next two contemporary publications put to- 
gether. This “high” in genuine reader service was logically matched by 
advertising worth half a million dollars, by firms investing in the engineers’ 
reading interest. 


“Proceedings of the I-R+K” 


Published by the 
INSTITUTE OF RADIO ENGINEERS 


Advertising Dept. 1475 Broadway, Times Bldg. 
New York 36, N. Y., BRyant 9-7550 
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Your ad 
Stays on his desk 
7 for a month! 





By 10 a.m. the average business man’s wastebasket is a pitiful sight crammed with 
carefully phrased sales letters, expensive brochures and multi-colored broadsides 
most of them unread 


But Deskfinder Blotters nerer go into the wastebasket. Would you throw one away 

with its fresh, attractive design, the convenient monthly calendar, and your name 
printed on the face? Of course not. And there would be many times during the 
month when you would see the advertising message on the reverse side. 


Deskftinder Blotters are sold on a month to month basis no contract is required 
You can add or delete names eagh month, change your advertising copy monthly if 
you like, or cancel the service at any time. Send for free samples, prices, and examples 


of how Deskfinder Blotters build business 


THE DESKFINDER CO. 
Costa Mesa, California 


WRITE OR 
WIRE TODAY 





SHORT ON PULL ? 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 
plant in America’s top-rated companies! 


If you’re not covering this multi-million market — if you're short cn pull — investi- 


gate INDUSTRIAL MAINTENANCE today! 


putting Power! INDUSTRIAL MAINTENANCE 


Philadelphia 4, Pa. 


we will begin to feel this slowing 
down, but possibly its real effect 
will not become apparent in most 
industrial activities until some time 
in early 1954. The marketing ac- 
tivities of our company have been 
directed so that we feel we can ab- 
sorb the effect of this slowing down 
without too much decrease in out 
own sales volume. 

Those companies which are en- 
gaged either as direct manufactur- 
‘rs of defense equipment or as di- 
rect suppliers to defense equipment 
manufacturers will no doubt be 
faced with orders which will be 
smaller in volume and will, there- 
fore, need to have an_ increased 
number of both defense and non- 
defense orders if they are to keep 
up the volume they have enjoyed 
for the past two cr three years. In 
necessitate 


many cases this will 


overhauling distribution methods 
and systems and some recognition 
of the possibility of selling through 
distributors or jobbers rather than 
hy direct methods. On the other 
hand, there are many companies 
whose product is sold in such a 
manner that the decrease in the de- 
iense activity will not seriously af- 
fect either their selling or distribu- 
tion problems 

It is our opinion that the indus- 
trial activity of the country, even 
though not as great as that which 
has been brought about by the de- 
fense load, can and will remain at a 


Those 


companies that have been alerted 


rather high rate of activity 


to the problems which are coming 
when the defense program slows 
down will, we think, be in a rather 
satisfactory position even after the 
effect of the defense production has 
been taken from the general indus- 
trial activity 

One of the things all sales people 
must be alerted to is the fact that 
the industrial capacity of the coun- 
try has been greatly increased in 
rder to take care of the defense 
load, and that the real important 
function is to gear our sales and 
distribution policies and personnel 
so that they can distribute this 
added 


people 


capacity to the American 
There is little doubt in our 
mind that if we keep the _ right 
ratio of sales to production, the 
country can go through a long peri- 


od of industrial prosperity because 





































401/Circle on Readers’ Service Card 
Booklet projects industry outlook 

“The Pulsebeat of Industry — 1953” is a 
digest report for top executives. Prepared 
by McGraw-Hill, New York, and now be- 
ing reprinted due to its popularity, the 
76-page book discusses current trends and 
projects the outlook for specific industrial 
markets, products and services. A sam- 
pling of article headings includes General 
Business, The Manufacturing Industries, 
Air Transport Industry, Atomic Energy, 
Construction Industry, Coal Mining, Elec- 
trical Industry, Metal Mining, Motor Truck 
Transportation, Power Field, Product Engi- 
neering, Welding. Also included are four 
sections on international fields. 


402/Circle on Readers’ Service Card 
Buying power in $12.5 billion 
meat packing industry 

The why, where, when and who of 
meat is described in a new 28-page easily 
indexed NIAA-type presentation. Informa- 
tion includes listing of management people 
who buy supplies and equipment in the 
$12.5 billion meat packing industry, struc- 
ture of the industry and a comprehensive 
listing of some 500 kinds of supplies and 
equipment purchased by the industry. 
Also included are facts on “Meat” (Chi- 
cago) magazine's circulation, editorial pol- 
icies, readership and advertisers. 


403/Circle on Readers’ Service Card 
Related products good business 
say building supply dealers 

A new survey by “American Lumber- 
man & Building Product Merchandiser,” 
Chicago, gives facts on “Paint, Glass, 
Wallpaper and Related Products Sales by 
Lumber and Building Products Dealers.” 
It covers products handled, general data 
on inventory, turnover and sales volume, 
special customer services. Basic informa- 
tion came from 11% response to a 4-page 
letter-questionnaire to 2,400 dealers. 


404/Circle on Readers’ Service Card 
Hard-to-reach $275,000,000 
Middle East oil market 

When you consider that only four U. S. 
salesmen called on the Middle East oil 
market during the past year, you know 
it is a difficult, well-nigh impossible mar- 
ket to reach by direct selling. The “Middle 
East Market” by “Oil Forum,” Fort Worth, 
Tex., offers a picture of the difficulties 
encountered in reaching the market and 
has pointers on magazine advertising as 
a strong approach to Middle East oil in- 
dustry sales. 





405/Circle on Readers’ Service Card 
How to get results 

from industrial shows 

Specific, easy-to-grasp ideas and sugges- 
tions for making industrial exhibits pay 
off are graphically illustrated in 20-page 
booklet by Ivel Corp., New York. Six 
“don'ts” are listed: don't turn a deaf 
ear to the fellow who comes to sell space 
in a show, don’t wait until the last minute 
in planning exhibit, don’t regard show as 
a necessary evil, don't think any old 
thing will do as display background, 
don't send the office boy to warm chairs 
in your booth, don't forget that your ex- 
hibit must deliver a definite sales message. 
Most of the book is devoted to “don’t” 
number six . . and takes up charts and 
maps, audience participation, dramatics, 
lighting, illusions, mobility, permanence. 


406/Circle on Readers’ Service Card 
How to design 
an effective letterhead 

Considering the letterhead as both an 
advertisement and a salesmen, pamphlet 
by Parson Paper Co., Holyoke, Mass., lists 
and describes 12 specific points to use in 


Readers’ Service Dept. 


5304 


Please send me the following 
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rs * Send for these helpful selling tools 





< leeloud-<-jubeke monster 


designing a letterhead which will make 
a strong first impression. Among points 
considered are: how to reflect your type 
of business, reflecting a feeling of com- 
pany integrity, selection of proper types 
faces or hand lettering, color, form and 
texture, method of reproduction. 


407/Circle on Readers’ Service Card 
Industry census lists 
petroleum equipment market 

This census, published by “Oil & Gas 
Journal,” Tulsa, Okla., is an NIAA pub- 
lisher’s presentation, providing all stand- 
ard information, but with particular em- 
phasis on markets for equipment in the 
following segments of the petroleum in- 
dustry: exploration, drilling, completion, 
producing, field processing, pipe line, re- 
fining, petrochemical and research. 


408/Circle on Readers’ Service Card 
How to use color 
on corrugated boxes 

One of the “Little Packaging Library” 


series, Hinde and Dauche Paper Co., 
Sandusky, O., this pamphlet describes 
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many uses of color on industrial as well 
as consumer packaging. Contents include 
picking color combinations, legibility of 
color combinations, color “activity,” com- 
petitors’ color, function of color, color for 
promotion, color for protection, color for 
product identification. 


409/Circle on Readers’ Service Card 
Survey shows duplication 
in business paper field 

Circulation method based on lists of in- 
dividuals and titles in plants and terri- 
tories contacted by 1,645 salesmen of in- 
dustrial machinery and equipment is de- 
scribed in new booklet by Conover-Mast, 
New York. Booklet shows readership 
duplication in business paper field, with 
effects on duplication of conventional cir- 
culation methods, both paid and controlled, 
and a restricted circulation method. 


410/Circle on Readers’ Service Card 
1953 competition rules 
summarized by NIAA 

A new booklet, “NIAA 1953 Award 
Competitions,” officially summarizes rules, 


Z. 





> 


deadlines, prizes, entry fees and award 
chairmen for all NIAA contests for the 
year. 

Described in the booklet are: Putman 
Awards, Industrial Press Advertising 
Award, Exhibits Award, McGraw-Hill 
Awards, Traffic Service Awards, Member- 
ship and Publisher's Sales Presentation 
Awards. 


411/Circle on Readers’ Service Card 
$14 billion textile market 


described in booklet 


Estimated annual production in the tex- 
tile industry at this time nears the $14 
billion mark. A 28-page booklet, “The 
Story of Textile World and its Market” by 
McGraw-Hill, New York, describes this 
market in terms of commitments made for 
new machinery, equipment and building, 
and tells of new developments because 
of the success of synthetic fibres. Key 
buying men, buying influences, geograph- 
ical areas and export information are in- 
cluded. 
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412/Circle on Readers Service Card 
How to find 
industrial mailing lists 

Nearly 2,000 specialized groups for 
which mailing lists can be rented or 
bought has been prepared by Fritz S. 
Hofheimer, New York. Categories in- 
cluded in the booklet include manufactur- 
er and professional groups likely to be 
sought by business publications and in- 
dustrial advertising managers. 


413/Circle on Readers’ Service Card 
How to reach oil-producing 
pipeline industry 

Sixteen-page brochure by Gulf Publish- 
ing Co., Houston, Tex., shows best ways 
to reach top buying power in oil-produc- 
ing-pipe line industry through use of the 
5,000-page composite catalog. The bro- 
chure includes market data on the in- 
dustry, check points to remember in writ- 
ing catalog copy. 


414/Circle on Readers’ Service Card 
It's easy to improve handling 
of advertising inquiries 

How 368 companies who advertise in 
trade, farm and consumer publications 
took care of inquiries forms the basis of 
a booklet by Tension Envelope Corp., 
New York. Recorded graphs on speed 
and percentage of response, quality of 
sales letter, enclosures and follow-up, and 
type of reproduction, salutation and en- 
velope are included. 


415/Circle on Readers’ Service Card 
How to reach key men 
in woodworking industry 

The widespread woodworking industry 
. . including plants which produce wood 
or use wood as a basic or supplemental 
material in their manufacturing operations 
and companies using wood for fabrica- 
tion of containers, skids or related uses 
. . is described in ‘‘Wood Working Digest,” 
Hitchcock Publishing Co., Wheaton, Il. 
Indication of the size of the woodworking 
market is the number of operating estab- 
lishments . . 41,506 exclusive of furniture. 


416/Circle on Readers’ Service Card 
Book matches may be good bait 
for industrial prospects 

Individual, flexible, controllable and 
economical plans for use of book matches 
by industrial advertisers are explained in 
booklet, "Fishing for Sales with the Right 
Bait” by Diamond Match Co., Springfield, 
Mass. Facts on readership and message 
retention and samples of effectiveness of 
matches in direct mail programs are in- 
cluded. 








continued from page 136 
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of the efficiencies and better prod- 
ucts which we can expect as a result 
of this increase in the industrial ac- 
tivity. The pressure is certainly go- 
ing to be on the research and de- 
velopment departments and the sell- 
ing and distribution personnel of 





our companies in order to keep up 
with the increased production fa- 
cilities <a 
suet 


Baby Ruth 


AOA INTERNATIONAL 
Ue ig TRANSPARENCIES 


R. F. Merwin R ‘ nia we ; — 
o Be | , . é icher, deeper, more attractive colors—effective trans- 
President qpe iK-S Baie lucency which allows interior light to penetrate for 
Belay Min. Co. TRANSPARENCY ; night time “illumination” —-and both inside and outside 
: : visibility are only a few of the many reasons why so 
Rem many leading advertisers prefer International Trans- 
As easy to apply as a post- parency window signs and valances 
C08 a Orn Inet at gel Take full advantage of valuable advertising space 
: - “oe ae Na that costs you nothing—your dealer's windows, doors, 
ation that exists in the magnetic | showcases, etc. He welcomes your International Trans- 
separator industry, aggressive mar- | parency sign for its eye-catching identification of his 
Write for complete dealership—while you carry your sales message to 
ry ee neriitg details, samples, and your market, brilliantly and economically 
seen used by the larger companies full-color brochure They "stick to the job" night and day, year after year. 


since 1948. A slackening of defense today! 

spending obviously means orders INTERNATIONAL TRANSPARENCY CO. citvetano 1s omo 
will not be as plentiful or as easy 
to obtain, as in the past. 


While occasionally a need for YOUR BEST BUY IN THE SERVICE 


equipment will materialize as a di- 


© BECAUSE OF the competitive situ- 


keting activities have constantly 








A. © ps . | 7 « / 

“& Marine Corps Gazette 
fase 

per iad i eal tae Y Py Largest circulation .... 66,000 net paid 
remove tramp iron and ferrous im- Largest readership ..... 388,000 

purities from all non-magnetic ma- Lowest rate per thousand 


rect result of defense spending, or- 
ders for magnetic separators (which 


terials) are generally small in dollar 
, : During the first three months of 1953 the Gazette showed 


a whopping gain in advertising revenue over Ist quarter 
products have been shipped to more 1952, of 

than 2,000 different processing 
plants in 52 countries, and there is THESE DISTINGUISHED NAMES ARE AMONG THE 

a continuous need for our equip- ADVERTISERS USING THE MARINE CORPS GAZETTE 

ment to reduce operating costs and Bell Telephone System Bendix Aviation Corp Radio Corp. of America 


improve quality of many products. Railroads of the U.S Chance Vought Aircraft Sperry Gyroscope Co 
; c 1.T.&T. Corporation Sikorsky Aircraft Marmon-Herrington Co 
The B. G. Corporation Scheduled Airlines of Fairchild Engine & Aircraft 


volume. In the past ten years our 


It is apparent that without new or 
improved products we are current- 
ly introducing, along with uncover- 
ing and developing new applications 
for existing equipment, an increase ' 
in our volume of business would not TELL IT TO THE MARINES! 


be likely. For rate card and comparative data, address 
One of our most recent new prod- Promotion Manager, Marine Corps Gazette, 
ucts is a light vet nowerful non M.C.S., Box 106, Quantico, Va., or Capt. Murray 
nelbraliebers inch jee maine abner Martin, 2 West 46th St., New York 36, N. Y. 
electric magnetic Super Sweeper LUxemburg 2-1540. 
that will remove puncture produc- 
ing metal from parking lots, factory 
floors, airports, streets, etc. A tre- 
mendous amount of promotional ' 
work is required to carry the an- rf 
nouncement and merits of such a 
n page 144 
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NOW IS THE TIME TO PREPARE YOUR ENTRY 
FOR INDUSTRIAL MARKETING’S 15TH ANNUAL 
BUSINESS PAPER EDITORIAL ACHIEVEMENT 
COMPETITION AND AWARDS... — 





L-. easy to enter because the competition covers ma- 
terial published last year. You've already done the 
big part vf the job. All you need do now, is to or- 
ganize and enter material which you have already pub- 


lished. 


This is your chance to dramatize the importance of 
high quality editorial content to both advertisers and 
agencies. 

You can enter your best editorial material in an) 


or all of these five classifications! 


Handsome first place bronze plaques will be 
awarded to editors for 1952 excellence. 
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PUBLISHERS .. . 


SHOW THIS AD 
TO YOUR EDITORS! 


45 AWARDS FOR BEST EDITORIAL WORKS OF 1952 


@ First place bronze plaques (15) and framed certificates of merit 
(30) are offered in three broad groups of business paper publish- 
ing: Group A... industrial; Group B . . merchandising, trade and 
export; Group C .. class, institutional and professional. 

@ Winning entries will be named by three panels of judges, 
carefully selected for their knowledge of the field served by each 
group of business papers. Each entry is examined by the judges 
of its group. 


YOUR ENTRIES ARE 


INVITED 


@ Editors and publishers may enter published material from is- 
sues dated January, 1952, through December, 1952. The competi 
tion is open to all editors of business papers published in the U.S. 
or Canada. The competition is not open to editors of internal or 
external company publications. Foreign language publications are 
not eligible. 


@ Deadline: Friday, May 8, 1953. 


IN 5 CLASSIFICATIONS 


1. For the best stories of related articles on one theme. The 4. For the best graphic presentation appropriate to the publica- 


articles must appear in two or more issues. 


4 
«=«« For the best single article or editorial serving the publication's 
field. Judges will consider either technical or general articles, 
editorials, news, and presentation of technical or product informa- 
tion. 


3. For the best single issue, special issue or annual issue de- 
voted principally to a single subject or central theme. Independent 
directories, or one-time publications are not eligible. 


SEND FOR YOUR ENTRY BLANKS 


Use this coupon to 
order entry blanks 


I 


NOTE: Deadline: May 8, 1953 


Physical size of entries must not 
exceed 18” x 24”. Elaborate entries 


are not necessa ry. 


Any publisher may enter more 
than one entry in more than one 
However, duplicate 


Also, 


classification. 
entries must be submitted. 
when submitting multiple entries, a 
separate entry blank must be at- 


tached to each entry. 


INDUSTRIAL 


1 


tion’s function. Individual articles or complete issues will be 
judged on design, format, typography or treatment of illustrative 


drawings or photographs. 


¥ For the best original publication, market or technical research 
published in a regular issue. Research must be initiated by and 


financed by the publication. 


Remember . . your entry will be judged in competition with other 


publications in your own field. 


IMMEDIATELY 


MARKETING 


Rneil 10K6 
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Here is 
why a 
thousand 
companies 
find 
Prefabs 
are 

good 
exhibit 
strategy: 


They 
gits 
thar 
fustest 
with 
the 
mostest 


Fustest 
because 
Prefabs 
are easy 
to order 
and quick 
to set up; 
Mostest 
because 
dollar for 
dollar 

it is the 
mostest 
display 
you 

ever 
saw 





615 South Boulevard Evanston, Ill. 
1775 Broadway New York City 
Sales offices in 27 cities 
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Employe, public relations 


petroleum engineering 


from page 106 


clean, and employe suggestions are 
numerous. What the job takes is | 
continuous enthusiasm and energy, | 
which Miss Kitto possesses. The re- 
sult is a better informed employe 
group, and Miss Kitto has that also. | 
These are only a few of the pro- | 
grams of communication by bulle- | 
tin board. In the small companies, 


pop SECREF 


is revealed in The Oil Forum 


with a handful of employes ranging | 
upward to a few hundred, commu- 
nication by bulletin board is actual- 


again editorial alertness 


ly nothing much more than social 


communication. In plants of this | 


moderate size, communication should 
be verbal . . personal . . as much as 
possible, and it isn’t necessary for 


bulletin boards to carry much of a | 


load. But in larger plants, where 
close personal contact simply isn’t 


possible, the plant bulletin board | 


can assist management tremendous- 


ly in carrying messages out to the | 


people. 


Here are some of the more recent | 
adjustments that companies have | 
made to their bulletin boards with- | 
in the plant, to make them newer, | 


livelier and more informative: 


1. One company poses a question | 
a week on the board, asks employes | 
to provide an answer. The ques- | 
tions naturally do not invade the | 


union-management relationship 


they are non-controversial, but in- | 


teresting. 


A sample: “What would you like | 
to see changed in the cafeteria?” | 
The management is bound to get the | 


answer: “The lousy food!” But it 
is also bound to get something help- 


ful like: “Why not rearrange the | 


chairs along the back wall, so peo- 
ple can pass going and coming?” or 
“Why not change the menu on 
Tuesdays to give a better balanced 
diet?” The company with such a 
program may have to take some 
ribbing, but it’s building two-way 
communications. 

2. Another company established 
a bulletin board in the reception 
room. 

The management reasoned that 
visitors might be interested in dem- 
onstrations of good employe rela- 
tions, so the same board that ap- 


NEW YORK, N.Y.‘ , p 


brings readers an exclusive, 
first publication “scoop”’ 


For months the petroleum industry has been buzz- 
ing for information on the mammoth submergible 
drilling barge which Superior Oil Company of 
California has operated in the bayous of Louisiana 
— the largest; tallest, and most powerful drilling 
barge in the world. ; 


Actual drilling costs and a complete description 
of the world's deepest well drilled with the rig 
mounted on this barge were given first; exclusive 
publication in the February issue of The Oil Forum. 


Top editorial alertness is one of the many reasons 
why The Oil Forum is able to maintain high reader- 
ship in the highly competitive field of petroleum 
industry publications. It is the, leading oil pub- 
lication in overall foreign circulation and main- 
tained a 1952 domestic circulation of | 1,744! 


IT WILL PAY YOU TO ADVERTISE IN 


OIL FORUM 


a 


FORT WORTH, TEXAS 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon’s Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business’ 
Order Bacon's Publicity Checker on Approval 

Price $10.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


if you wish to reach the 


coal trade use 


CAN ALD Tawa, 
The) AY K i} \} 
nN \i ih) A A v 
LD Jbna\LIN LWLUAY 
CHICAGO NEW YORK 
Manhattan Bidg. Whitehall Bidg. 


For over 67 years the leading 
journal of the coal industry 
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If You Want to Sell 
Any of These Products 
to the $9 Billion For- 
est Products Industry 


Machinery and Equipment 

Parts and Accessories 

Fabricating and Processing Materials 
Materials Handling Equipment 


Trucks, Trailers and Tires 


You Can Sell Them In 
WOOD & WOOD PRODUCTS 


woop 


wood Products 





According to a recent, independent market 
and readership study, it's TOP MANAGEMENT 
that specifies or influences purchases in the $9 
Billion Forest Products Industry. And 93.7% 
of WOOD & WOOD PRODUCTS readers are 
Top Management Executives . . . the men with 
the Buying Authority. 


81% of WOOD & WOOD PRODUCTS readers 
are large operators — the group that produces 
88% of the total industry output. They con- 
trol the bulk of the buying power in all sectors 
— from sawmill to finished product —- of this 
huge industry. 


These top compani gaged in the man- 
ufacture, processing, hendiion and transporta- 
tion of lumber, millwork, furniture, plywood 
and veneer, wood containers and hundreds of 
other wood products. They represent a tre- 
mendous market for your products or services. 
You con SELL them in WOOD & WOOD PROD- 
ucts 


Ask For Your FREE Copy 
Of This New Market and 
Readership Study 
it will give you helpful date and show you 
why WOOD & WOOD PRODUCTS is your No. 1 


advertising buy to sell the Top Men in the 
Top Companies of this growing market. 


wooD 


wood products 





139 N. Clark St. Chicago 2, Ill. 
© A VANCE PUBLICATION mT) 
Phone: Financial 6-5380 
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pears around the plant also appears 
in the lobby. 

3. A third company features a 
hobby of an employe from time to 
time. 

This is a fair-sized plant, and 
when Bill Smith in Department A 
discovers that Jack Jones in De- 
partment Z is a ceramicist, just like 
himself, he’s apt to look him up so 
the two can chin about their avoca- 
tion. It happens every day. 


4. A fourth company posts letters 
from employes who are in military 
service, and maintains on the board 
an up-to-date listing of the ad- 
dresses of all service men. The 
company expects all these boys back 
ultimately, and it wants them to 
know that they 
when they were away. 


weren't forgotten 


That’s progress in bulletin board 
handling. Industry has come a long 
way from the dark ages of com- 
munication, 
activity cited above indicate. But 
there’s still a lot to be done, 
When management 


as these specimens of 


and a 
long way to go. 
begins to realize that there is a great 
deal to be gained from an efficient 
communications through 


bulletin boards, it will be a bright 


program 


day in industrial relations. 


Father-Son Team 


a 





[i cy AMERICAN METAL Marner = = 


TIMELY py pips pS 


coelipua LATEST 
METALS METALS 


i MORE METALS 


ADVERTISING 
THAN ANY 
OTHER MEDIUM 


ROUNDUP OF 
METALS SUPPLY 
AND DEMAND 


Read daily by over 30,000 pur- 
chasing and management ex- 
ecutives — who directly con- 
trol or influence purchases of 
metals, equipment and ma- 
chinery ... An effective ad- 
vertising medium now carry- 
ing the advertisements of over 
300 important sellers of met- 
als, equipment and machinery. 








AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Stecl and Metal Industries 


18 ciitt Street QI) New York 38, N.Y. 


New Markets! 


If you want to sell inthe 
14 Southern states, investigate 
these official publications of 
the Southern Assn. of Science 
and Industry: 


SOUTHERN INDUSTRIAL DIRECTORY 


Lists more than 3,000 multi-million 
dollar manufacturers. Abundant 
market data. Used by purchasing 
acents to locate industrial equip- 
ment, supplies, services. New edi- 
tion in preparation. Annual, $5 per 


copy. 
SOUTHERN CHEMICAL INDUSTRY 


Guaranteed circulation of more than 
5,000 chemists, 
process engineers, 
tives. Ideal medium for chemicals 
and apparatus. Issued bi-monthly 
with Journal of Southern Research. 


research directors, 
technical execu- 


$5 per year. 


Write today to: 


5009 Peachtree Rd., Atlanta, Georgia 





97% Coverage! 


97% of the Meat Packing Industry 
0 production volume is done by 
the readers of the PROVISIONER. 


BUSINESS DECISIONS many times 
daily are based on PROVISIONER edi- 
torial and market information. No other 
single source gives such extensive and 
dependable information. 


EDITORIAL DOMINANCE —  gixcy- 


two years of service to the Meat Packing 
field qualifies us as the “one-stop” service 
publication—the Voice of the Meat Pack- 
ing Industry. And, the PROVISIONER 
has an 85% renewal rate! All subscrip- 
tions are for ONE year only. 


A PARALLEL CYCLE — ;5> 
year, the industry completes a live-stock- 
to-consumer-sale cycle. 52 times a year 
the PROVISIONER brings the news to 
this industry which it must have for the 


times a 


most profitable operation. 


FOOD FIELD EQUIPMENT can be 
sold to this substantial market, and The 
NATIONAL PROVISIONER will do a 
better selling job for you. 


CALL OUR REPRESENTATIVE jn your 


area or write for complete information 
on how best to develop this vast market 


for your product or service. 


® 


TIONAL 


Leading Publication in the Meat Pocking and Allied Industries Sin 


15 WEST HURON ST., CHICAGO 10, ILL. 


New York 17 — 18 East 41st St. 
San Francisco 5 — 625 Market St. 
Los Angeles 5 — 3727 W. 6th St. 


From Washington 


. fram naa 44 
1uea fron ge 4¢ 





by writing the Bureau of the Cen- 
sus, Washington 25, D.C., or by con- 
sulting Commerce Department field 
offices. 

If Congress finally provides the 
money that is required about 
$20,000,000 . . this will be the first 
simultaneous census covering all 
economic activities. The manufac- 
tures census involves about 6,000 
product classifications, under 450 
different manufacturing industries. 
When results appear in 1954, sales 
have the 
complete picture ever made of their 


departments will most 


markets for equipment. 


Seek Import Formula .. At tlie 
very top levels, the Eisenhower ad- 
ministration is trying to work out 
a long range policy on the import- 
ing of foreign goods. Since World 
War II, this country has sold $123 
billion overseas, but bought only 
$78 billion in return. 
filled by the taxpayers, in the form 
of military and economic assistance. 


The gap was 


Republicans are for encouraging 
imports, but they are also aware of 
the damage that foreign competition 
can do to certain domestic indus- 
At the present time, the ad- 
ministration is looking for a formula 


tries. 


which will indicate when the wel- 
fare of the domestic producer must 
give way to the general desire to 
get more dollars into the hands of 
foreign customers. 

Commerce Secretary Weeks, who 
is deeply involved in the problem, 
notes that it is not merely a matter 
of tariffs. “Style, quality and de- 
sign are also an obstacle to foreign 
sales in the U.S. market,” he says 


New Show List . . Commerce De- 
partment has a new list of trade 
fairs and exhibitions scheduled for 
1953. This is a semi-annual pub- 
lication, available for 30c from Com- 
merce Department field offices. Ask 
for No. 349 in the World Trade 
Series of the Business Information 
Service. The Commerce list pro- 
vides the date and location of the 
event . . and tells who to contact for 
information. It covers foreign as 
well as U.S. exhibits. 





Decision-Makers 
Read 


CERAMIC SOCIETY 
PUBLICATIONS 


EXECUTIVE PERSONNEL 


CERAMIC ENGINEERS ‘ 


RESEARCH DIRECTORS 


PLANT MANAGERS & 


SUPERINTENDENTS ax 


CHEMISTS AND 
MISCELLANEOUS 


Why. 


Readers of Ceramic Bulletin and other 
Society publications are key men in every 
segment and every branch of the vast 
ceramic manufacturing field these are 
the men who buy the bulk of the material 
Reach 


these men and get your share of this 3 


and equipment in the industry. 


Billion Dollar market by presenting your 
story in The Society's publication which 
carries advertising The Ceramic Bul- 


letin. 


Remember, with only Ceramic Bulletin 
you can reach the key engineering and 
executive personnel in the entire field 
—members of the American Ceramic 
Society. 


\o ceramic 


The American Ceramic Society Bulletin 
2525 North High Street © Columbus 2, 
Ohio 
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Top management forum 


led m page 





universally marketable product to 
potential users. 

It seems obvious that an increas- 
ing amount of marketing activity 
will be desirable to maintain cur- 
rent high volume of business as we 


enter a more competitive era. 


Roe S. Clark 


rresiaent 


® WHILE IT IS generally accepted 
that a large percentage of the de- 
fense expansion will be completed 
by the end of 1953, there are some 
exceptions. In our case defense ef- 
fort will carry through the end of 
1954. Fortunately, the program on 
which we are working is one which 
probably will not be affected wheth- 
er the present war ends or not. 

of living. 

In anticipation of ultimately run- 
ning our plant without government 
orders, we have been for the past 
year developing new equipment, 
broadening our marketing activities 
and making definite plans to take 
up the slack immediately upon com- 
pletion of the present defense pro- 
gram. We have recognized, too, the 
necessity of selling certain types of 
equipment which we manufacture 
or which we propose to manufac- 
ture through distributors or jobbers, 
and already are contacting jobbers 
or agents for this important part of 
our program. 

While our particular industry is 
still in its infancy and the steadily 
increasing demand for our types of 
equipment is increasing, we cannot 
rely on the existing channels for the 
wider distribution and coverage 
which will be necessary at the con- 
clusion of government work. The 
companies which do not recognize 
the competitive situation which will 
exist during the end of 1953 and 
1954, particularly in the machinery 
manufacturing line, will find the 
going difficult; therefore, it be- 
hooves all manufacturers to start 
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planning without delay to meet 
competition with modern equipment, 
up-to-date selling methods through 
suitable advertising media and per- 


sonal contacts. 


® LOOKING At the broad economic 
picture, world conditions are such 
that long-range predictions are haz- 
ardous. 


Assuming that sudden 


peace or war were to. prevail 
throughout the world, it would have 
a definite, disturbing effect on all 
industry. How severe and how long 
its duration is of course unknown. 
We would in this country, naturally, 
work out of such a setback in time, 
but it would have an effect on the 
plastics industry and it is foolish 
not to take such a possibility into 
consideration. 

In our phase of the plastics indus- 
try . . the supplying of raw mate- 
rials, phenolic molding compounds 
and resins . . we do not believe the 
completion of the major part of the 
defense program will materially af- 
fect the marketing of plastics. 

Potentialities here as they are 
proving themselves will, in a rea- 
sonable time, develop a demand for 
resin 10 to 25 times today’s market 
for this type of material alone, as 
will proportionately the acceptance 
for several recently developed Durez 
molding compounds 


T. W. Pangborn 


® AS DEFENSE and other govern- 
ment expenditures pass the peak, 
industries such as Pangborn Cor- 
poration will feel the loss of this 


business . . but, in my opinion, no 
depression will 
develop as a result. Instead, the 
American economy probably faces a 
new era of increased productivity to 
meet the needs of our fast growing 
population and expanding standard 


serious economic 


of living. 

The over-all result makes the 
fear of a recession in 1953 seem ex- 
aggerated. Even a relatively small 
increase in consumer purchases and 
vast peacetime projects held in 
abeyance, could more than offset 
any contemplated cut in govern- 
ment expenditures offering real 
production opportunities to Amer- 
ican industry. 

We contemplate no change of 
policy or curtailment in the normal 
expansion of our sales activities. 


® IN THE MACHINE TOOL and kindred 
industries all sales forecasts have 
to be based on certain basic pre- 
sumptions, and these can vary 
greatly depending upon the type of 
equipment being manufactured by 
that particular manufacturer and to 
the general market into which he 
normally sells his machines. 

There is, however, an over-all 
factor which we in the machine tool 
industry are at all times cognizant 
of and that is with the increased 
costs of labor, material and over- 
head charges, alert executives know 
the answers lie in modern equip- 
ment. The problem seem to rest 


pretty largely in educating the 
managements of the medium and 
small plants as to the advantages 
The larger 


plants, in the main, have been thor- 


of the new equipment. 


oughly canvassed, both in the past 
and at present, by competent engi- 
neering and sales forces. 

Just what this post defense market 
will mean in changing distribution 
patterns will depend largely on the 
initiativeness of the capital goods 
manufacturer in changing selling 
methods to reach a larger segment 
of that available market. 








Agency relation 











talking to 
industry is 
like talking 


talk ie) 
your prime 
market bios 


@ 


Management 


AIR FORCE 


MAGAZINE 


Reaches the Key Men of 
Decision Throughout 
Entire U.S. Air Force 


114 FAST 40th ST., N. Y. 16, N.Y 
MUrray Hill 9-3817 
Chicago °* los Angeles 

San Francisco 


cy) don’t be influenced by fancy 
presentations which are organized 
in advance. No presentation is 
worth your time until your own 
problems are analyzed from a serv- 
ice standpoint. Sit in the driver's 
seat. It’s yours! 

Do not permit budget presenta- 
tions until the prospective agency 
has been provided with a specific 
outline of your special requirements. 
Fully your 
problems and be sure to include 


analyze promotional 
every possible service which would 
be needed to provide an outstanding 
Look 


for weaknesses in company market 


program for your company. 


research, sales, and sales analysis 


procedures and include them as 
possible sources for agency assist- 
Remember, your stature in 


the eyes of management will rise 


ance. 


only in relation to the “extra” tal- 
ents and results you exhibit over 
and above your regular job. 

2. Agency executive analyze 
the account from a cost standpoint. 
You have been provided a synopsis 
Ana- 
lyze them in terms of how much it 


of the advertiser’s problems. 


will cost you (in time, manpower 
and miscellaneous overhead) to 
provide the very best service in 
Add the margin of 
your 


each category. 
profit that 
mands to your estimate. If the client 
cannot pay your fee, the time to 


reputation com- 


know it is now. 

Don’t be satisfied to give inferior 
service in order to obtain inferior 
earnings. There are plenty of ac- 
counts wko will welcome quality 
service at your price once you 
have established the proper reputa- 
tion. 

Break down your individual ob- 
jectives so that the advertising man- 
ager can properly select those serv- 
ices to be emphasized, those to be 
minimized and those to be _ post- 
poned. Then you and the advertis- 
ing manager will be in a position to 
work out a mutual business-like 
contract which will guarantee the 
most efficient promotion of a posi- 
tive program at a_ predetermined 
price bearing a predetermined profit 


In Industry 


Wanted: Firm 
With Explaining 
Job To Do 


Not every sales manager has 

a lot of explaining to do in order 
to move his product. 

But those with technical goods 
to sell to technical buyers 
generally do. 

Industry buys to problems 

- not to tastes or emotions. 

And how you and your product 
can solve the trade’s problems 
takes explaining. 

Industrial explaining is 

done in many ways: 

by salesmen; by correspondence; 
by demonstration and 

by authoritative technical articles 
in trade, business 
and professional magazines. 
This last technique reaches 

the greatest number of prospects 
for the least expenditure 

of time and money. 

But it takes two forces you have 
to provide and co-ordinate. 


First, it takes the brains of your 
application engineers. 

Second, it takes a writing team 
which knows both your 
technology and what the editors 
are seeking to print. 

That's our function for 21 clients. 
We're neither ad agency nor 
general public relations. We're 
in business only to serve 

firms with explaining jobs to do. 


Start Now 


Test the method. Commit 

yourself only on a trial basis. 

Most of our clients started 
just that way 

and doubled up the activity 

after the first year. 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditorial Relations 


NEW YORK 

507 Fifth Avenue 
CHICAGO 

Palmolive Bldg. (Rm. 1716) 
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Animated Visual Aids 
—within every 
budget! 


8 mm 
moving 
pictures 
without 
projector 
or screen 


melton movie 
—mosctan. YU iewer* 


e shows 50-ft. of 8 mm film 
e rewinds without reloading 
e action—slow —stop motion 


he Melton Movie Viewer makes possible 
sales representation and training orientation 
programs without great investment — without 
complicated equipment or operator skill. Black 
and white or color film that you take may be 
edited and shown over and over again in this 
handsomely designed, skillfully engineered 
movie viewer, Let us help you to use the power- 
ful medium of visual aid — economically — for 


added sale 
* patent pending 


Write for brochure: New View to Sales 


MELTON INDUSTRIES, INC. reno, nevana 


ADVERTISING 
PAGES 


- were placed in Construction News 
Monthly during 1952. These adver- 
tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly's circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Louisiana with local 
bid news, local job pictures, local 
contracts and awards, and news 


about local people in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 


nee 
Ls 
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margin. 

It will be to your mutual ad- 
vantage that the advertiser contract 
for a specific retainer fee with all 
publication commissions applying 
toward that fee; that excess com- 
missions either will be returned to 
the advertiser or will be applied 
as an increase to the budget ap- 
propriation. Under this practice the 
advertiser, the agency and the qual- 
ity publication will profit through 
better use of the advertising dollar! 

3. Advertising manager . . use all 
your potentials. Once a_ retainer 
agreement has been reached you've 
made a good start. Continue to op- 
erate the relationship as a business 
administrator. Keeping your ob- 
jectives firmly in mind, assign your 
departmental and agency functions 
maximum teamwork is 
achieved. Don’t get lost in details 

Maintain at all times a clear in- 
terpretation of your progress in 
terms of your over-all objectives. To 
better coordinate the varied activ- 
ities of your promotional enterprise 


so. that 


and to provide yourself with a check 
list for periodic use it might be wise 
to develop a “flow of authority” 
chart (see chart, p. 50) specifical- 
ly outlining the duties and respon- 
sibilities of those individuals under 
your jurisdiction 

A vital element of coordination, 
of course, is timing. To present 
plans, programs, literature, ete., 
ahead of schedule is to increase 
your prestige as an executive in the 
eyes of management. It is a simple 
matter to develop (1) a master 
over-all time table form for covering 
all your major projects and (2) a 
performance record on the activities 
of each section or individual. It is 
important that the agency and your 
entire department contribute in cor- 
rect proportion to the over-all ob- 
jective. A misfiring spark plug can 
throw the whole engine out of kilter. 

4. Agency executive . make a 
profit from small business. Mighty 
oaks from little acorns grow. The 
profession is replete with agency 
success stories in which small, hole- 
in-the-wall agencies have grown 
into sizable organizations. In al- 
most every case the growth has 
been attributed to recognition of a 
potential and a faith in company and 
On the other hand the ex- 
“I’ve had a bitter experi- 


product. 


pression, 


PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


RVITAL 
Business NE ws 


Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for sample copy. 


Daily TexsvabeéCommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 


YOU'LL SELL MORE 


with an 


at your Expositions, Trade 


Shows, Sales Meetings, etc. 
Send jor Free Folder 


IVEL CORPORATION, 


~ 96-22 43 Ave. Corona 68, N.Y.C. . 





ence with advertising agencies,” is 
now all too common, indicating a 
lack of faith and over-anxiousness 
toward the beckoning 15°. Often 
agencies the boat by 
looking down their noses at small 


large miss 
business. 

You can accept the business of 
new, small companies and make a 
if you'll apply com- 
mon sense in your development of 
the Remember that 
ecutives of newly organized com- 
panies are human beings too. If you 
explain your business to them 
they'll go along with a reasonable 
retainer fee. If you establish sound 
business relations as outlined above, 
if you utilize your specialized tal- 
ents towards making small business 
successful, you'll find that the tail 


profit too 


account. ex- 


-—Here’s Proof of 
nr mete 
Ws 
Ob) 


Reader 


Interest! 


95% «. 


IRON and STEEL ENGINEER 
READERS RENEW 
SUBSCRIPTIONS EVERY YEAR 


Reader interest is what your advertising 
dollar pays for, and that is exactly what you 
are assured when you use the Iren and Steel 
Engineer. Year after year, subscription re- 
newals average 95%... unusually high... 
positive proof of high readership . . . pro- 
viding you with the best advertising buy io 
reaching and selling the iron and steel 
industry. ae 


Send for a copy of this Booklet: 
"HOW TO SELL TO THE IRON AND 
STEEL PRODUCING INDUSTRY” 


will soon be wagging the dog. 
How do you determine which ac- 
counts will pay off? Simply analyze 


the product, research the market, 
determine the strength of competi- 
tion, investigate your client’s ability 
to organize, check the availability of 
materials and his equipment to pro- 
duce in volume. 

If these factors are right, al! that 
is needed is the addition of your 
sincere application to his promo- 
tional problems: it works like the 
atom bomb. All that was required 
to transfer a once worthless dud 
into a deadly striking force was to 
find a means for setting off the ex- 
plosion. In any small industry the 
missing part of the formula could be 
vou. 





Correction . . it’s 
‘Farm Implement News’ 


® CHICAGO. . Farm Implement News 
was one of two trade publications 
carrying two-color spreads as part 
of the Auto Specialties Mfg. Co., 
St. Joseph, Mich., campaign to pro- 
mote its double-disc tractor brakes. 
Farm Implement News was incor- 
rectly referred to as “Farm Equip- 
ment” in the tractor brake story ap- 
pearing in the February issue of 
INDUSTRIAL MARKETING. 


John M. Williams and Clinton C. Bennett. . 


have been appointed Eastern and Western 


egional sales managers, respectively, 
Sweet's Catalog Service 


ige Corp., New York. 


been newly created. 


Iron AND Steel 


101O EMPIRE BUILDING 


ENGINEER 


PITTSBURGH 22, PA. 





at Your 
3 


FACTS FOR BUILDING 
YOUR 1953 SCHEDULES 


... see the hundreds of pages 
of data covering 84 primary 
markets —— specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 


. +. in your 


1953 INDUSTRIAL MARKET 
DATA & DIRECTORY 
NUMBER 


For Name Plates 
that help sell! 


Arr you satisfied with 


your produet’s identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
marks 


a rough sketeh 


reflects your product’s quality 
Send 


or blue print for design suggestion and 


it for more sales 


quotation. Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


1555 N. Sheffield Ave., Chicago 272, ill., Dept. G 


CHICAGO THRIFT—ETCHING CORPORATION 





SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 
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Get more mileage 
for your clients’ 
Direct Mail dollars— 


Lower-cost self-mailers auto- 
matically sealed—cut production 
costs and cut time in your shop. 
Seal-O-Matic — will 
seal your mailers at less than 25% 


automatically 


of your present hand-sealing costs 
and, with just one operator, ex- 
hand- 


ceeds the output of 15 


sealers! 
Plus ... these added savings: 


(1) eliminate cost of envelopes 
(2) reduce postage 
(3) cut handling time and costs 
For faster economy in handling 
specify Seal-O-Matic 
to your printer or binder, 
kor the complete story on SOV. 


self-mailers, 


write today to reserve a copy of 
We'll 


mail it to you as soon as it comes 


our latest technical bulletin. 


off the press! 


SEAL-O-MATIC Machine Mfg. 
Co., Ine., 407A Chestnut St.. 
South Hackensack, N.J. 


If you can sell to the 


BIG, BOOMING, BEDDING 
MARKET 
This Issue is a “Wluast”! 
1953-54 
BEDDING 
Buyers’ Guide & 
Composite Catalog 


Ts ANNUAL is as important to be IN 
a8 i the bed 


reference 


t ms for your prospects in 
ling ndustry to use for da / 
valuable book of sources of supy (listed 
alphabetically geo product 
wise) reliable technical reterence material 
COMPOsile catalog pages Of numerous sup- 

A PROVED advertising medium 


cturers 


graphica 


and suppliers to supple 
stings that only tell (mame and 
the ads SELL thet roducts 


attest to the 
n and sell 


n the dustry will 
constant use of this guide Be sec 
) 


1 this BOOK OF THE YEAR! 


For Detailed Data See Make reserva- 


Industrial Marketing's ome new: 


Final forms 
Annual Market Data close May Ist. 
& Directory Number 








Merchandise Mart, Chicago 54 
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Which ad 
attracted 


Below is 
the answer 
to the problem 


on page 78 


more readers? 


® THE AD headed, “What's the Con- 
nection?” attracted more readers. 

In some _ business _ publications 
with greatly varied types of readers, 
“labeling” the product in the head- 
line as Cities Service did in the one 
ad does well in attracting the right 
kind of readers. But in this case, 
the provocative headline 


dollar 


question 


and the sign implying cost 


Question-head ad 


Seen- 


Noted Assoc. 


Read 


The 


implied 


savings pulled more readers. 


curiosity factor and an 

benefit proved more interesting to 

the reader than the product itself. 
This is a case where advertising 

the sizzle rather than the steak paid 

off in more readers. 

Daniel 


The scores, reported by 


Starch & Staff, New York: 


Label-head ad 


Seen- Read 


Most Noted Assoc. Most 





© Seen-Associated 4c: 
rs wh 1id they 1 


rent of reade 


ne anda as 1ate 


@ Read Most 


Cost Ratio tells the relat 


Ur 





Oil show to accommodate 
25,000 exhibitors, visitors 


® TULSA, OKLA. . . An estimated 
22,000 to 25,000 oil men and exhib- 
itors will be housed in Tulsa during 
the Iniernational Petroleum Exposi- 
tion, May 14-23, according to Barton 
A. Myers, chairman, housing bureau 
of the exposition. 

An exposition housing bureau has 
made the following plans to take 
care of the record-breaking crowd 
expected at the exposition. 

The Tulsa Hotel Association will 
permit exposition officials to allocate 
all hotel rooms during the show. 


Merchandise and non-oil travel- 


ing men who customarily call in 
Tulsa have been asked to stay away 
during the oil show. 

Some 1,500 
listed their homes with the bureau, 


home owners have 
making available rooms for visitors. 

Many of Tulsa have 
agreed to their entire 
homes to visitors to the show. 

Result . . the housing bureau esti- 
mates it can take care of 5,000 vis- 
itors in hotels, 12,000 in homes, 6,000 
in rooms in homes. 


citizens 


turn over 


The bureau requests persons who 
plan to attend the show to get re- 
quests for housing in immediately. 
The bureau is located at 12 W. 
Fourth St., Tulsa, Okla. 
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INDUSTRIAL -MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach to textile mills 


TEXTILES PANAMERICANOS 
puts you in immediate and ef- 
fective contact with the largest 
buyers in Latin America’s largest 
industry. It talks their language. 
It sells for you efficiently. In- 
vestigate how it can help you. 


Write: 


TDAULES 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 
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A manufacturer reports: 
“‘Qur sales more than doubled 
during a period in which 
we ran ads mentioning 


OPERATOR 25.” 


Western Union 
Mf @) -) 3°90 iO) ‘ay 5. dae 


can give 
YOU 
more sales ! 


Advertisers who fea- 
ture “Operator 25” in 
their sectional or na- 
tional campaigns pave 
the way to higher 
consumer response. 
\ “Operator 25”’ service 
provides the missing 
fink between adver- 
tiser and consumer...gives customers and 
yrospects the names and addresses of 
“ at dealers, quickly and conveniently, 
just by calling Western Union. A new, 
effective selling aid that means more 
sales, lower selling costs. 


Other Western Union Services 

@ MARKET SURVEYS — Fast, efficient way to 
check consumer attitudes and brand 
preferences. 

@ DISTRIBUTION—F ast distribution by reli- 
able messenger service. 

@ CIRCULATION VERIFICATION —C hecks titles, 
buying influence and addresses. 

@ PUBLIC OPINION POLLS—Spot checks on 
media coverage and consumer prefer- 
ences. 


For further information on any or all 
these special services, call your 


local office of WESTERN 
UNION 





the Real Push 
Behind Sales! 


You'll find ‘‘Snips’’ a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors. See indus- 
trial Marketing Data Book. 
* . 
Snips Magazine 


S707 WES? LAKE STREET CHICAGO 44, LLINOIS 


ertising 
v] { surveying competitive adv 
' a ble us to provide 


for leading advertisers ena 
° 


data at low cost 
er information. 


“— Market Data 


monthly 
k Page 17 for Furth 


4 dur rl ise rs 
pads 


Neseare t 
I BAtLt» 


cna Ate 





PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re- 
porters provides effective way to obtain on-location 
photos, case histories, stories and releases. 


For more information write or phone 


SICKLES PHOTO-REPORTING —. 
38 Park Place, Newark 2, 
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Position Wanted 


Publishers’ Representative 


Established in Cleveland industrial 
area. 


Successful two year sales record with 
industrial magazine, three more years 
of newspaper space sales. Additional 
business ownership and retail sales 
background. 


Prefer magazine with growth po- 
tential. 


Two year college, study of advertis- 
ing and selling. 


Write for resume. 


Box 477, INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill. 
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CLIPPINGS 


from all Newspapers 


and Magazines 


ESTABUSHED 888 

} BURRELLE’S PRESS CLIPPING BUREAU 
p 368 Church St., New York 7, N. Y. 
bIf it’s printed, 

Burrelle’s will clip it 








SEND THOSE TRICKY INDUSTRIAL 
ADS TO THIS FREE LANCE EXPERT 


Send me tough, troublesome technical 
facts and in one week | convert them 
into topnotch selling copy and rough 
layout. | am 4A agency man. Copy 
Chasers award winner. Grad engineer. 
Very industrial market wise. Write 
now for free information bulletin. 


Box 479, Industrial Marketing 
200 E. Illinois St., Chicago 11, Illinois 




















For all the Facts 

on Industrial and 

Trade Market Data 
LOOK in 


Industrial Marketing’s 1953 


MARKET DATA & 
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No one’s trying to claim that MODERN 
MACHINE SHOP is a “‘tool of production.” 
But wherever you find production executives, there 
you'll find MODERN MACHINE SHOP. You 
may find it in the plant manager's jacket pocket, 
set aside for a few quict moments at home... on 
the master mechanic’s desk, where he dropped it 
after checking an article on coolant use...in a 
process engineer's hand, as he shows the purchasing 
agent an ad for chrome plated taps . . . or, as shown 
here, on the general foreman’s shop desk, where he 


left it to answer a hurry-up trouble call. 


These men and many others, whose titles depend 
more on the plant where they work than the work 
they do...have one function in common. They 
purchase, specify, recommend or influence the buy- 


ing of equipment and supplies for their plants. 


They read MODERN MACHINE SHOP for 
authentic, practical reporting of modern produc- 


tion methods, equipment and processes. 


When you use MODERN MACHINE SHOP 
you address a sales message to its 40,000 circulation 

. more important buying factors than any other 
publication in the metalworking field. As a matter 
of fact, MODERN MACHINE SHOP'S “plant 
circulation,’ 28,000 individual plants receiving one 
or more copies, is larger than the total circulation of 


many ‘leading’ metalworking publications. 


Put your money where your market is...in 
MODERN MACHINE SHOP. Get maximum 
readership, maximum results in the magazine pro- 


duction executives prefer. 


MODERN MACHINE SHOP 


431 MAIN STREET, CINCINNATI 2, OHIO 


N/BIP| 














10,000 extra circulation? No, thanks! 


We could add 10,000 names to our circulation list When you want results, remember... AVIATION AGE 
tomorrow ... if we wanted to. After all, AVIATION AGE is the only magazine in its field whose readers are hand- 
is the only controlled circulation book in the aviation picked .: . for their value to you. 

field. Names aren't hard to tind. 


But we restrict AVIATION AGE’s circulation to those 

men in all branches of aviation who exercise technical 

management authority with proved buying or specifying AVIATION ’S NICAL MAGAZINE 
power... the men who build your product into a plane $$ $$ 


or approy © its use 


r 





Any other names we wouldn't take as a gift, because sie 


they wouldn't do you any good tod NEW YORK 17,N.y. (koa 


